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Preface 
 
“For we think back through our mothers if we are women" 
Virginia Wolf, A Room of One’s Own 
It does not go unnoticed that I am incredibly privileged to have had the opportunity to come this far 
in my formal education none the less at a foreign university. If I think back through my family and 
specifically the female side of my family, I am the first woman who has had the time, resources and 
choice to prolong my education to this extent – to indulge in stillness and thought, to process and to 
write. Despite her incessant curiosity and deep interest in the social sciences, my maternal 
grandmother was denied the opportunity to continue her education past the age of 18. Instead she 
married and bore children. My paternal grandmother attended university in order to meet a husband. 
My own mother was the first in her family to claim her education and develop a career alongside 
her family life. It is through their stories and their lives that I situate my own educational journey, 
my identity as an academic and mother.   
 
I recently read a book about Everyday Environmentalism by Alex Loftus (2012), situating our daily 
actions in environmental politics through the complex entanglements of social and natural relations.  
Loftus advocates for a philosophy of praxis or an approach to living in the world politically, 
actively reflecting on our every-day choices as linking to broader social and environmental issues. 
If I situate my PhD process in this framework it is with the hope that the past years I have spent 
struggling with ideas about the consequences of neoliberal urbanism and urban greening campaigns 
were not in vain. The act of intellectualizing removes one at times from the emotional intensity of a 
phenomenon. It is then important to remember that urban greening is a political act of place making 
and in this sense is highly imbued with emotion, symbolism and attachment to place. This thesis is 
an attempt to acknowledge that act. 
 
 
 
Natalie Marie Gulsrud, 2015 
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Abstract 
 
The overall purpose of the presented PhD study is to better understand how biophysically green 
elements of urban green infrastructure (UGI) are currently incorporated into and impacted by green 
city branding campaigns at the city level and beyond. This is achieved by examining the impacts of 
three diverse green city branding cases in Denmark, Singapore and the European Union. The case 
studies are analyzed and operationalized through an urban governance theoretical framework 
linking changes in policy practices such as urban greening to broader structural changes in society 
such as neoliberalism and globalization. Urban political ecology is applied as a critical lens. 
Findings indicate that green city branding discourses impact UGI governance arrangements both at 
the on-the-ground level of exploring concrete policy problems and their causes and solutions as well 
as at the meta-level in terms of framing ideas about the relationships between state, market and civil 
society. Study findings contribute to urban green space management practices in Denmark and 
abroad as well as to the literature on urban green space governance. 
 
Keywords: UGI, urban forestry and urban greening, urban political ecology, neoliberalism. 
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Summary 
 
In an increasingly global economy, cities are crafting environmentally sustainable profiles to 
compete for resources such as talent, innovation, and creativity. Green city branding aims to 
differentiate cities from their national and international competitors and can be classified as a green 
growth discourse which assumes that environmental improvements are compatible with and even 
beneficial for economic growth. Green growth is at the heart of green city branding discourses but 
the actual “biophysically green” character of green city brands is unclear. UGI, which focuses on 
green spaces and components such as parks and trees, is a delivery mechanism for the social and 
environmental benefits associated with the sustainable urban growth sought after in green city 
branding. However, green infrastructure is a contested term and the delivery, management and 
enhancement of biophysically green resources in UGI planning is greatly influenced by political 
strategy and policy context. In this regard the policy tools used to craft and implement urban 
sustainability and UGI policy such as green city brands take on a special role of importance. 
The overall purpose of the presented PhD study is to better understand how biophysically green 
elements of UGI are currently incorporated into and impacted by green city branding campaigns at 
the city level and beyond.  
This is achieved by examining the impacts of three diverse green city branding cases at the city 
level and beyond in Denmark, Singapore and the European Union. The case studies are analyzed 
and operationalized through an urban governance theoretical framework linking changes in policy 
practices such as urban greening to broader structural changes in society such as neoliberalism and 
globalization. Urban political ecology is applied as a critical lens.  
Findings indicate that green city branding discourses impact UGI governance arrangements both at 
the on-the-ground level of exploring concrete policy problems and their causes and solutions as well 
as at the meta-level in terms of framing ideas about the relationships between state, market and civil 
society.  
In the Danish case study, results show that UGI governance arrangements are largely excluded from 
municipal place brands resulting in a potential risk of under prioritized UGI threatening the quality 
of urban green spaces. No shift in governance modes is indicated. 
In Singapore, findings reveal an extreme entrepreneurial UGI governance arrangement supporting a 
long-standing green city brand. The consequences of Singapore’s green branding scheme have 
resulted in the prioritization of higher-earning touristic landscapes over less- lucrative ones, a 
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contested vision of local identity, and the commodification of public discourse through the 
manufacturing of a single domineering green governance approach. A slight shift of governance 
modes is indicated from hierarchical to closed co-governance. 
In the European Green Capital Award branding scheme, results show an entrepreneurial shift in the 
UGI governance arrangement not only of winning cities but also in the EU environmental 
governance domain. Consequentially certain elements of UGI are prioritized over others in the 
name of eco-efficiency. Green growth advocacy coalitions shift the governance mode in the 
direction of closed co-governance.  
This thesis concludes that green city branding schemes conceptualized as discourses of green 
growth impact the complex rules of the game, power allocation and advocacy coalitions that in part 
comprise UGI governance arrangements. As cities are sites of global environmental governance, 
urban sustainability narratives presented in green city brands are a bi-product of global neoliberal 
discourses and therefore present selective images of a community’s social and green character. Thus 
while incorporating urban green spaces into broader green city branding campaigns is one method 
of prioritizing access to and quality of nature in urban centers, the cultural and biophysical 
authenticity of these branded landscapes will be contested. 
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Dansk resume 
 
I den tiltagende globaliserede økonomi, udvikler byer bæredygtige profiler for at konkurrere om 
talent, innovation og kreativitet. Markedsføring af byer som grønne har til formål at differentiere 
dem fra deres nationale og internationale konkurrenter, dette kan rubriceres som en grøn vækst 
diskurs under den antagelse at miljømæssige forbedringer er kompatible med, eller direkte 
stimulerer, økonomisk vækst. Grøn vækst er central for grøn by markedsføringsdiskursen mens den 
faktiske »biofysiske masse« spiller en uklar rolle. UGI, som fokuserer på grønne områder, med 
elementer som parker og træer, er en afleveringsmekanisme for de sociale  og miljømæssige fordele 
forbundet med den bæredygtige vækst der søges i markedsføringen af den grønne by. Men grøn 
infrastruktur er en anfægtet term og styring og udvikling af biofysisk grønne ressourcer i 
planlægning med UGI er stærkt influeret af politisk strategi og kontekst. På den måde er den 
politiske værktøjskasse i brug for at udarbejde og implementere urban bæredygtighed og UGI 
politik f.eks. vedrørende markedsføringen af den grønne by antager en speciel og vigtig rolle. 
Det overordnede mål med denne Ph.d. er at skabe en bedre forståelse af hvordan de biofysisk 
grønne elementer af UGI på nuværende tidspunkt er indarbejdet i, og påvirket af, 
markedsføringskampagner af den grønne by fra byens niveau og videre. 
Dette opnås ved at undersøge indvirkningerne af tre forskelligartede byers markedsføring som grøn 
by fra byens niveau og videre i Danmark, Singapore og EU. Studierne er analyseret og 
operationaliseret gennem en teoretisk ramme omhandlende politisk styring der sammenholder 
forandringer i politisk praksis som forgrønning med bredere strukturelle forandringer i samfundet 
som neoliberalisme og globalisering. Urban Political Ecology er anvendt som en kritisk linse. 
Der er indikatorer der peger på at diskurser vedr. markedsføring af den grønne by påvirker den 
politiske styring af UGI både på det praktiske niveau, og i udforskningen af konkrete problemer og 
deres årsager og løsninger, såvel som et meta-niveau forstået som indramning af ideer om relationer 
mellem stat, marked og samfund. 
I det danske casestudie viser resultaterne at UGI »governance arrangements« ofte var ekskluderet 
fra den kommunale markedsføring med det mulige resultat at underprioritere UGI og derved true 
kvaliteten af grønne områder. Der var ingen indikationer af forandring i den politiske styring. 
I Singapore viser resultaterne en ekstrem iværksætterkultur i forbindelse med UGI »governance 
arrangements«. En styring der har sikret et solidt brand. Konsekvensen af Singapores grønne 
markedsføringsstrategi har resulteret i prioritering af høj-afkasts turist landskaber frem for andre og 
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mindre lukrative, en anfægtet vision af lokal identitet samt markedsgørelse af den offentlige diskurs 
gennem skabelsen af en enkelt dominerende politisk tilgang. Et mindre skift i den politiske 
styringsproces fra hierarkisk til lukket »co-governance« blev observeret. 
Som en del af »European Green Capital« prisens markedsføring, viser resultater en udvikling imod 
iværksætter orienteret UGI styrring, ikke kun for den vindene by, men også for den samlede 
politiske styrring af miljøområdet på EU niveau. Som en konsekvent af dette er elementer af UGI 
prioriteret over andre i øko-effektivieringens navn. Fortalere for grøn vækst forandrer måden 
hvormed området er styret i retning af lukket »co-governance«. 
Denne afhandling konkluderer at markedsføringen af grønne byer, konceptualiseret som diskursen 
for grøn vækst, har indvirkning på det komplekse spil om fordeling af magt og lobby organisationer 
der delvist omfatter UGI styringsmekanismer. Byer er arnested for styringen af den globale 
miljøpolitik, fortællinger om bæredygtig udvikling i en urban kontekst præsenteres i 
markedsføringen af grønne byer, og er et bi-produkt af den globale neoliberale retning, hvorfor den 
præsenterer et udvalgt billede af byens grønne og sociale karakter. Således kan man, mens der 
indarbejdes urbane grønne områder i byernes bredere markedsføringskampagner, er en metode til at 
prioritere adgang til kvalitets-natur i bycentre, der anfægter den kulturelle og biofysiske autenticitet 
af disse skabte landskaber. 
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Introduction 
 
From Sydney, Australia’s “Sustainable Sydney 2030” campaign, to Vancouver, Canada’s “Greenest 
City 2020” vision, green city brands have become a global policy tool for municipal leaders to 
promise a better quality of life, promote sustainable development, and increase their competitive 
advantage by competing for new forms of mobile capital and labor in the knowledge-based 
economy (Harvey, 1996; Jonas and While, 2007; Janos and McKendry, 2014). At the European 
level, over six various “green city” schemes and rankings exist (Meijering et al., 2014). Among 
these is Europe’s Green Capital Award, granted by the European Union on an annual base with the 
aim of encouraging sustainable urban development across the continent (European Green Capital 
Award, 2015). Globally, several other high profile awards exist. Siemens and the Economist 
Intelligence Unit have partnered to champion the Green City Index which covers not only European 
cities but cities across Asia, Africa and the Americas as well (Siemens Green City Index, 2015). 
Cities are competing not only to boost investment and attract citizens but also to attract green 
capital and partners in order to become prime production sites of technical and policy-based 
solutions to pressing urban environmental issues such as waste management, air pollution, and 
public transportation. These green city brands provide a vision of health and resilience for current 
citizens while also attracting innovative potential residents and businesses to address the 
environmental problems of the future. In this sense green city brands can be classified as green 
growth discourses which assume that environmental improvements are compatible with and even 
beneficial for economic growth (Harvey, 1996; McKendry, 2012). From Copenhagen to Singapore, 
cities are boosting their economic development profile with a green growth or environmentally 
sustainable brand.  
Green growth is at the heart of green city branding discourses but the actual “biophysically green” 
character of green city brands (as referring to actual green spaces such as parks) is unclear. Green 
city brands such as the European Green Capital Award champion various elements of urban green 
infrastructure (UGI), encompassing all green and blue natural elements as well as sustainably 
engineered products and technologies providing environmental benefits (Benedict and McMahon, 
2006; Young et al., 2014). However, green infrastructure (GI) is a contested term with a broad 
range of associated definitions and typologies (Lennon, 2014) leading Davies et al. (2006) to 
describe GI as a “grey – green continuum.” While a fundamental component of UGI is the delivery, 
management and enhancement of biophysical green resources such as urban parks, urban forests 
and open spaces, the delivery and quality of UGI planning can differ and is greatly influenced by 
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political strategy and policy context (Mell, 2013; Roe and Mell, 2013). For example, Meijering et 
al.’s (2014) review of European green city schemes reveals that out of six European green city 
rankings only two rankings focus on UGI and the focus within those awards is heavily skewed 
towards the “grey” side of the UGI continuum. A review of the Siemens Green City Index also calls 
into question the biophysically green character of green city aspirations (Gulsrud et al., 2013). In 
this regard the policy tools used to craft and implement urban sustainability and UGI policy such as 
green city brands take on a special role of importance. 
Understanding how green characteristics at the city level and beyond are imaged, specifically 
biophysically green UGI is important. Place brands provide a framework for local citizens and 
visitors to experience a place as well as an agenda for politicians to allocate resources (Govers and 
Go, 2003; Ooi, 2011). Leaving biophysically green aspects of UGI out of the green place visioning 
agenda excludes a critical source of unique community identity as well as potential financial 
resources for green space managers from sustainable urban development agendas. In a time of 
increasing urban density and decreasing municipal budgets, biophysically green UGI such as green 
spaces will keep our cities liveable and therefore should be a municipal priority (Konijnendijk et al., 
2013; Lovell and Taylor, 2013). Secondly, entrepreneurial urban decision making is based on short-
term political cycles not friendly to the long-term timelines needed to plan for, establish and 
manage quality biophysical UGI (Gulsrud et al., 2013). Effective place branding schemes provide 
an opportunity to involve private and citizen actors in the management and maintenance of green 
spaces thereby sustaining long-term stewardship of biophysically green UGI (Ibid). It is therefore 
important to the management and stewardship of biophysically green UGI to understand how it is 
positioned on the political green city agenda. This thesis aims to fill this knowledge gap. 
One major challenge facing cities is how to prioritize the amount and quality of multifunctional 
biophysical green UGI in the face of increased urban density and decreasing city budgets. 
Incorporating biophysically green UGI such as urban green spaces into green city branding 
campaigns is one such method of prioritizing access to nature in urban centers (Gulsrud et al., 2013; 
Janos and McKendry, 2014). This thesis therefore seeks to understand how biophysically green 
elements of UGI are currently incorporated into and impacted by green city branding campaigns at 
the city level and beyond. In this pursuit, this thesis aims to analyze and critique the relationship 
between green city branding as a discourse of green growth and the complex rules of the game, 
power allocation and advocacy coalitions that contribute to UGI governance.  
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Contextualizing research gaps and problems	
 
The global dynamic of green city branding 
To better understand the global dynamics of green city branding and the discourses of green growth 
championed by city leaders it is necessary to situate this trend within global neoliberal competition. 
The neoliberal city is shaped by global market-based institutional shifts and policy alignments as an 
increasingly global economy has led to fierce competition between cities at a national and 
international level (Kotler, 1993; Peck and Tickell, 2002; Brenner and Theodore, 2005; Sassen, 
2006). Changes in the social and political global fabric have placed new pressures on local 
economies, forcing urban governments to openly compete for external resources (Musterd and 
Murie, 2010). As cities have favored outward-looking economic development policies, the 
leadership and governance of cities also has shifted taking on characteristics once distinctive to the 
private sector (Hubbard, 1996). Risk-taking, inventive, and profit-motivated urban governments 
have been called “entrepreneurial” (Harvey 1989; Hubbard and Hall, 1997). Richard Florida (2008) 
has popularized the argument that entrepreneurial cities are competing for three key economic 
factors: talent, innovation, and creativity. Cities need to attract workers based on quality of life and 
high wages in addition to businesses that can employ them. The future of cities in a knowledge 
economy increasingly depends on whether cities are attractive places for consumers and their 
employers to live (Glaeser, 2001). For these reasons cities today are actively pursuing promotional 
opportunities such as green city branding to boost investment, attract citizens, and emulate best 
practices in order to not be “left behind” in a competitive struggle for resources (Peck and Tickell, 
2002:394; Brenner and Theodore, 2005). 
Environmental crisis in the post-industrial neoliberal city 
Green city branding is an entrepreneurial response by city leaders not only to global economic 
forces but also to environmental crisis in the post-industrial neoliberal city. The concept of 
neoliberalism has been widely used to describe the institutionalization of free-market doctrines 
since the global economic crisis of the mid-1970s and when applied to an urban context 
characterizes the institutional, political, and ideological reorganization of capital accumulation in 
urban economies during that time period (Bourdieu, 1998; Brenner and Theodore, 2007: 153). 
McKendry and Janos suggest green city branding must be understood in the context of the changing 
relationships between cities and the globalizing economy as a closely intertwined process of 
neoliberal urbanization (2015: 47). Deindustrialization and globalization have forced city leaders to 
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compete for new forms of mobile capital and labor in the knowledge-based economy. In the face of 
environmental crises such as climate change, city leaders are increasingly expected to take 
leadership roles in addressing adaptation and mitigation both at the local and global level 
(Bouteligier, 2013; Janos and McKendry, 2014). The twin pressures of deindustrialization and 
globalization have stimulated cities to become prime sites of the production of new social and 
environmental spaces. As cities attract green capital and partners that can assist them in 
implementing innovative environmental policies they are strategically remaking the built 
environment of the city (Janos and McKendry, 2014). Both threats and opportunities are stimulating 
cities to revision and remake themselves as innovative, entrepreneurial, “green” domains 
(Bouteligier, 2013).  
Entrepreneurial urban governance arrangements 
This shifting role of cities from producers of jobs to suppliers of knowledge and environmental 
innovation is a reflection of broader political trends as there has been a diffusion and fragmentation 
of policymaking structures and processes in the realm of urban development (Loorbach, 2010; 
Pierre, 2011). The political side of globalization processes is reflected in shifts from top-down 
government decisions in urban politics toward new modes of urban governance (Bouteligier, 2013). 
Urban governance in this sense refers to the multi-actor steering of economy and society toward 
collective urban goals and refers to a blurring of the role of formal local political institutions 
(Pierre, 2011; Torfing et al., 2012; Wurzel et al, 2013).  
There are a variety of urban governance modes as outlined by Pierre (2011) ranging from 
“managerial” governance to “corporatist” governance, “pro-growth” governance, and “welfare” 
governance. The theoretical focus of this thesis lies in the exploration of the consequences of pro-
growth urban governance modes, otherwise known as “entrepreneurial governance” (Harvey, 1989) 
in contributing to the production, management and reshaping of the urban environment. City leaders 
now work closely with citizens and private players such as business concerns to mobilize resources 
for public projects performing acts of entrepreneurial governance, whereby traditional local 
‘boosterism’ is integrated with the use of local government powers to try to attract external sources 
of funding, new direct investments and new employment sources (Harvey, 1989:7). One of the main 
strategies of entrepreneurial urban governance is the remaking of the built urban environment in 
such a way to promote wealth accumulation for property owners and to make the city appealing for 
investors, business tourists and skilled workers of the knowledge economy (Hubbard, 1995; Janos 
and McKendry, 2014). This political turn constitutes a shift from a traditional top-down decision 
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making “governance arrangement” (Arnouts et al., 2012) dominated by government to a broadening 
of governance modes as illustrated by trends in urban governments to seek out collaboration with 
both business leaders and citizens in the name of effective and economically competitive leadership 
(Kotler at al., 1993). Working closely with members of the business community and private 
citizens, cities have strategically sought to craft innovative green profiles in order to attract 
investment and talent to implement innovative and sustainable urban development projects. 
The literature suggests that the circulation of capital significantly shapes the formation of 
governance modes and arrangements, yet Janos and McKendry (2014) assert that capital is not the 
only impacting factor. Nature, they argue, is increasingly becoming an organizing object of urban 
governance and the governance of nature is both shaped by and impacts the circulation of capital in 
urban areas (Janos and McKendry, 2014).  Cities are now seen as key spaces of global 
environmental governance. 
UGI governance and trends in renaturing the city 
UGI governance is an articulation of environmental governance and should be contextualized 
within the neoliberal re-orientation of state and urban policy whereby there is an increasing focus 
on developing attractive and healthy urban environments to combat pressure from post-industrial 
trends such as ongoing urbanization (Rosol, 2010). UGI governance can be understood as the 
collective steering of decision-making involved in the control and management of physically and 
functionally interconnected networks of green spaces, ranging from woodlands and parks to 
community gardens (Lovell and Taylor, 2013; Wurzel et al., 2013).  
Green infrastructure (GI) is a landscape planning approach that refers to a physically and 
functionally interconnected network of green spaces which together deliver ecosystem benefits to 
society (Lafortezza and Konijnendijk, 2013). When situated in an urban context UGI relates to the 
holistic management of urban green and blue spaces as well as environmentally sustainable 
infrastructure such as cycle paths, storm water management channels, foot paths and energy 
efficient buildings (Mell, 2013:153). A fundamental component of UGI is the delivery, 
management and enhancement of biophysical green resources such as urban parks, urban forests 
and open spaces (Benedict and McMahon, 2006; Young, 2010; Mell; 2013). Specifically green 
spaces such as forests, parks, and open spaces, are considered to be some of the most effective in 
terms of counteracting problems associated with increased urbanization and climate change such as 
higher temperatures, air pollution, stormwater regulation and traffic noise (Kabisch et al., 2015: 
557). 
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There has therefore been an increasing global focus on “re-naturing” cities by developing urban 
green spaces, trees and forests in post-industrial cities (Lawrence et al., 2013; Janos and McKendry, 
2014). Until recently, cities were seen as the antithesis of nature, generating various environmental 
disservices such as pollution and disease that plagued industrialized cities (Beatley, 2000). Early 
twentieth-century planning trends such as the garden city movement were intended to separate 
people from the environmental problems of the city (Beatley, 2011). The more recent rise of the 
green growth discourse has challenged this outdated perception of the city linking economic gains 
with environmental sustainability and high quality of life. A commitment to sustainability and green 
growth has become a requisite of good urban governance (Gibbs et al., 2002).  
At times these efforts have been made in the name of green city branding. Cities such as Seattle, 
Chicago and Singapore are actively greening post-industrial landscapes with tree-planting 
campaigns and high-profile city-center parks as sites of consumption and recreation (Janos and 
McKendry, 2014). Reviews of these campaigns reveal that these efforts are heavily contested (ibid; 
Gulsrud et al., 2014). Powerful terms such as “natural,” “sustainable,” and “green” often represent 
diverging meanings in a diverse urban context and underline the tension involved with green place 
identity- making (Gulsrud et al., 2014).  
Additionally, greening efforts made by entrepreneurial cities often have mixed results as the 
delivery and quality of UGI planning can differ and is greatly influenced by political strategy and 
policy context (Mell, 2013; Roe and Mell, 2013). For example, population growth in cities 
challenges the maintenance and development of urban green spaces due to the focus on urban re-
densification projects (Fuller and Gaston, 2009; Kabisch et al., 2015). Declining municipal budgets 
for green space management and maintenance threaten efforts at the municipal level to protect 
urban biodiversity and green space cover (Chiesura, 2004; Gulsrud et al., 2013). The preservation 
and management of urban forests and green spaces and the ecosystem provisions they deliver is 
increasingly challenged due to intensifying climate change, land-use and land cover changes 
(Niemelä et al. 2010). Ultimately as trends of urbanization increase the competition for space in 
increasingly compact cities and resources in strained municipal budgets, there is political ambiguity 
about what role biophysical green resources play in UGI planning (Gulsrud et al., 2013). In this 
sense the governance arrangements used to craft and implement UGI policy take on a special role of 
importance.  
These insights are a starting point to examine the variety of UGI governance arrangements 
developed as a result of the relationship between green city brands and the entrepreneurial 
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governance of UGI. In order to shed light on the relationship between green city branding and 
varieties of entrepreneurial UGI governance, this dissertation examines the impacts of three diverse 
green city branding cases at the city level and beyond in Denmark, Singapore and the European 
Union.   
Denmark 
Denmark has long profiled itself as a leader in sustainable solutions within energy, climate 
adaptation, and environment.  Its capital city, Copenhagen, has been leading the way, calling itself 
the eco-metropole and aims to be the first carbon-neutral capital city in the world (Copenhagen 
Climate Plan, 2012). Copenhagen also is branded as “the city of cyclists” a reminder of its goal to 
reduce carbon emissions by 20% between 2005 and 2015 (ibid). Copenhagen even goes so far as to 
promote and export what a local economic development group calls, “The Copenhagen Solution,” a 
bundle of tried and proven technical and policy-based solutions to pressing urban environmental 
issues such as waste management, air pollution, and public transportation. Copenhagen is not the 
only place in Denmark promoting a green image. A Danish clean-tech industry group called State of 
Green organizes green tours throughout Denmark, linking environmental tourists with Danish 
municipalities, organizations and industries championing innovative sustainable growth solutions 
(State of Green, 2015). Having a green image in Denmark is big business and is an established 
brand. In spite of the ambitions and successes of cities like Copenhagen, there is very limited 
comprehensive knowledge on the “green” character of municipal place branding in Denmark, and 
the role of biophysical UGI such as green space in particular. 
UGI is managed at the municipal level in Denmark.  Danish municipalities adopt a variety of 
governance approaches ranging roughly from “closed co-governance” to “open co-governance,” 
meaning that UGI governance in Denmark is the domain of both governmental and non-
governmental actors working together in various modes in the decision making process (Andersen 
and Pløger, 2007; Arnouts et al., 2012). Whereas closed co-governance refers to a more structured 
and restricted mode of governance akin to a neo-corporatist model of government involving fixed 
negotiations between the state and industry or union interest groups, open co-governance is 
characterized by a more flexible and open mode of governance reliant on citizen participation and 
steering (Rhodes, 2000; Arnouts et al., 2012). Danish municipal governance has been heavily 
impacted by New Pubic Management reform since 2007 and, for this reason, municipalities are 
under pressure to orient their management of local resources such as biophysical UGI towards a 
neo-liberal market approach (Torfing, 2008). Given the current discourse surrounding place 
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branding and market-based approaches to natural resource management in Denmark, there is a need 
for more in-depth knowledge regarding the green character of Danish municipal brands and the role 
of biophysical UGI such as green space in particular. 
Singapore 
In a very similar vein to Copenhagen and other large Danish cities, Singapore has a global 
reputation as a green city. Located in south-east Asia, the densely populated island city state of 
Singapore is widely known as Asia’s Garden City.  Since its bid for a post-colonial identity in the 
1960s, Singapore has actively envisioned itself as a clean and green garden city with the dual intent 
of “attracting foreign investment while also raising the moral of its citizens” (Lee, 2000). The city’s 
green identity has served as a guiding vision of the city’s development plan over the past 5 decades. 
Extensive urban biophysical greening measures have ensured the beautification of the rapidly 
urbanizing and industrializing infrastructure of the island while impressing and attracting “first-
world” investors with an orderly and resort-like atmosphere (Ooi, 1992; Lee, 1998; Tan, 2013). 
Singapore’s green growth track record has caused academics and proponents to claim Singapore as 
a best practice case study in terms of green urbanism in Asia and abroad (EIU, 2011; Newman, 
2010; Tan et al., 2013). What started as a green city vision in the 1960s is now a strongly 
established green city brand (Koh, 2012). However the success of the Garden City brand has not 
come without detractors. Increasing pressure on green spaces in addition to contested visions of 
urban sustainability underline the tension involved with place identity making. And while 
Singapore has gained international renown for its green image, there is limited critical analysis of 
the political and social construction of the city-state’s green identity over time.  
 
Singapore’s hierarchical, or top-down and state-driven approach to UGI governance provides an 
interesting contrast to the Danish co-governance case and presents a unique opportunity to explore 
the political and social consequences of the city-state’s green identity making process over time. 
European Green Capital Award (EGCA), European Union 
The EU has an interest in promoting a comprehensive network of urban green infrastructure (UGI) 
across the continent to support and sustain the ecological, social and economic vitality of European 
cities (EU COM, 2013,249 final). One EU policy tool being used to govern UGI delivery and 
management is the European Green Capital Award (EGCA). The EGCA is a rather new EU policy 
initiative driven by the European Commission and originally drafted by European mayors and local 
authorities in the 2006 Tallinn Memorandum to “horizontally” encourage cities to craft greener and 
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more environmentally sustainable urban development plans integrating UGI. The EU and its 
member states comprise a system of multilevel governance and as such depend on a variety of 
governance networks and policy tools to implement its directives (Hooghe and Marks, 2003). Every 
member state is impacted by EU membership, however, there is not uniform environmental 
governance and as such there is not a single uniform model of policy at the national, regional or city 
level (Jordan and Tosun, 2012). The EGCA has been granted annually since 2010 to an exemplary 
European city demonstrating efforts to improve the urban environment through the development of 
best practices in environmental management. Winning cities are branded as exemplary 
environmental regulators by certifying their environmental management ability to monitor and 
reduce environmental impact through very specific local policy regulations and strategies (Wurzel 
et al., 2013).  This green city branding is intended to spur urban competition around investment in 
environmental sustainability, such as UGI, while raising awareness about environmentally resilient 
cities (EGCA, 2015). By branding and celebrating select European cities for their environmental 
performance, the EU aims to steer the evaluation, delivery and development of UGI policy and the 
urban sustainable development agenda as a whole.  
Only limited critical attention has been paid to the EGCA and its role as a soft tool of pan-European 
urban sustainability and UGI governance. Closer evaluation of the EGCA will contribute to a 
broader understanding of what “green” really means in green city branding and shed light on how 
UGI is steered in a multi-level governance approach. The EGCA case situates all three cases in a 
globalized and multilevel governance context whereby the governance arrangements have been 
created and developed on different but mutually influential levels. 
Research problem addressed by the thesis 
Despite the serious political and social impacts of green city branding in shaping the urban 
environment, the role of urban green spaces, forests and trees in green city brands is unclear. As 
described above, cities such as Copenhagen actively promote alternative modes of transportation 
such as bicycling and alternative modes of energy production such as wind power in order to 
provide solutions to increase the quality of urban life and provide solutions to environmental 
problems such as air pollution and climate change. Urban green spaces, however, do not profile 
highly in these green city brands (Gulsrud et al., 2013). Other cities such as Singapore have long-
standing traditions of branding their UGI but struggle with contested understandings and 
interpretations of their green city brand. The European Union brands its most environmentally 
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sustainable cities as European Green Capitals on an annual basis but the focus on biophysical 
elements in the award is limited.  
The lack of prioritization given to actual green spaces is problematic, as urban ecosystems world-
wide are under pressure from ongoing urbanization. Over 50% of the global population lives in an 
urban setting and this number is projected to grow to 80% by 2050 (UN, 2014). Areas surrounding 
cities are subject to high development pressures due to the sprawling establishment of traditional 
grey infrastructure such as housing, roads, and communication channels (EEA, 2006; Ravetz et al., 
2013). Wide-spread urban land use often is accompanied by a decrease in urban green spaces such 
as parks, forests and gardens as well as blue spaces such as lakes, rivers and wetlands (Nuissl et al, 
2009; Kabisch et al., 2015). This decrease in biophysical aspects of UGI negatively impacts local 
ecosystem functions reducing the capacity of their services such as storm water management and 
heat island reduction, to name a few (Larondelle et al., 2014; Kabisch, 2015). At the same time 
urban populations face a decrease in quality of life as they increasingly depend on UGI to provide 
clean air and water (Jim and Chen, 2008), urban cooling (Bowler et al., 2010), recreational 
opportunities (Chiesura, 2004), as well as promoting health and mental well-being (Maas et al., 
2006) and social integration. Climate change and extreme weather events pose direct challenges to 
the economic vitality of urban areas (UN, 2014)  
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Research aim and study hypothesis 
 
The aim of this research is to better understand how elements of biophysically green UGI, such as 
parks, forests, and open spaces, are currently incorporated into and impacted by place branding, and 
particularly green city branding campaigns at the city level and beyond. In this pursuit, this thesis 
aims to analyze and critique the relationship between green city branding as a discourse of green 
growth and the complex rules of the game, power allocation and advocacy coalitions that in part 
make up UGI governance arrangements. In this sense the study will contribute to an in-depth 
understanding of the role of UGI in entrepreneurial urban governance schemes and specifically will 
cast light on which aspects of UGI are prioritized or not prioritized in sustainable urban 
development schemes. Moreover, the study calls into question the meaning of urban sustainability 
and what being a green city really entails. Finally this study aims to provide suggestions to 
municipalities about how to successfully incorporate urban green spaces into green city branding 
campaigns in a time of entrepreneurial urban governance.  
Ideally this thesis will inspire further critical inquiry regarding the trending commodification of 
UGI and urban landscapes, challenging short-term and short-sighted UGI policy making. 
Additionally it is hoped that this thesis motivates conversations in the municipal landscape 
management sector as well as trans-national organizations such as the EU regarding best practices 
in strategic UGI management. Cities have the opportunity to lead the way in integrating 
biophysically green UGI sustainably and strategically into the urban fabric linking urban green 
spaces and forests to broader discourses such as climate change adaptation and health thereby 
elevating the political value of urban biophysical resources.    
The study is directed by the main hypothesis that green city branding schemes conceptualized as 
discourses of green growth impact the complex rules of the game, power allocation and advocacy 
coalitions that in part comprise UGI governance arrangements. As cities are sites of global 
environmental governance, urban sustainability narratives presented in green city brands are a bi-
product of global neoliberal discourses and will therefore present selective images of a 
community’s social and green character. Thus it is assumed that incorporating elements of UGI, 
such as forests, parks and open spaces, into broader green city branding campaigns is one method of 
prioritizing access to and quality of nature in urban centers, but that the cultural and biophysical 
authenticity of these branded landscapes will be contested. 
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Research questions 
The dissertation’s research questions are formulated to unpack and clarify the various aspects of the 
study aim and hypothesis as illuminated through the three cases. The research questions are based in 
the governance arrangements approach and are guided by the thesis’ overarching question: how 
does green city branding impact UGI governance arrangements?  
1. How do urban green spaces currently feature in city branding campaigns and what are the 
rules of the game in these campaigns? (Paper I) 
2. How are discourses of power revealed in the green city visioning/branding process and who 
benefits and loses in green identity making? (Paper II) 
3. How is “green” defined in green city branding in terms of normative and causal values of 
green growth advocacy coalitions? (Paper III) 
These questions are all answered in the context of specific case studies. Question 1 investigates the 
case of green space branding in Danish municipalities, while question 2 is answered in the case of 
Singapore. Question 3, finally, is dealt with within the case of the European Green Capital award 
scheme. 
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The process of the PhD study 
The research aims and questions presented in this thesis are a result of an exploratory research 
process drawing on an extensive and broad literature review, empirical and theoretical studies.  
Paper I provides the theoretical starting point for Papers 2 and 3. Paper 2 provides a critical 
theoretical lens used to examine the phenomena documented in Paper 3. Paper 3, in turn, grounds 
the empirical phenomena and theories explored in Papers 1 and 2 in meta-theories. The introduction 
of this thesis attempts to ground the empirical and theoretical perspectives of all papers in meta- and 
grand-theories in order to conceptualize and operationalize the relationship between green city 
branding and UGI governance arrangements.  Figure 1 illustrates this process. 
	
	
Figure 1: The relationship between the introduction and the papers 
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Theoretical framework: conceptualizing green city 
branding and operationalizing the entrepreneurial 
governance of UGI 
 
This thesis seeks to understand how biophysically green elements of UGI are currently incorporated 
into and impacted by green place branding campaigns at the city level and beyond. In this pursuit, 
this thesis aims to analyze and critique the relationship between green city branding as a discourse 
of green growth and the complex rules of the game, power allocation and advocacy coalitions that 
in part make up UGI governance. In order to achieve this, key terms need to be conceptualized and 
operationalized using the analytical lens of the governance arrangements approach. The section 
begins with an overview of green place and city brand conceptualized as a discourse of green 
growth as well as a policy tool of network governance. These concepts are operationalized through 
the governance arrangements approach. The UGI typology is then introduced into the framework. 
Finally urban political ecology and global environmental governance are integrated into the 
theoretical frame.  
Green place and city branding 
As cities compete to differentiate themselves, many of them are turning to marketing themselves 
and crafting green or environmentally-sustainable profiles (Jonas and While, 2007). Green city 
branding falls under the marketing concept of “place branding,” which takes the branding concept a 
step further than branding products and services. Marketing and branding campaigns, once the 
exclusive realm of the private sector, have gained popularity with entrepreneurial city governments 
seeking to strengthen and manage perceptions and images of their city (Ashworth and Kavaratzis, 
2009).  Cities aim to build on existing factors or opportunities such as quality of life, entrepreneurial 
innovation, and landscape to strengthen their image if it is a positive one, or create a new image if it 
is a negative one (Middleton, 2011). Green place-branding is thus a form of image-making, a 
process steeped in historical, political and cultural discourses (Morgan and Pritchard, 1998; 
Pritchard and Morgan, 2001).  
The word “green,” when used in a marketing sense, encompasses both an environmental policy and 
biophysical dimension. The environmental policy dimension of green addresses issues of 
sustainable urban development through a concern for pollution control, reduced carbon dioxide 
output and limited resource consumption (Kahn, 2006). The biophysical dimension of green 
celebrates the green space component of cities, highlighting the important role of urban vegetation 
 
 
27 
in securing a high quality of life (Beatley, 2011). Thus a green city brand can be related to a vision 
for 1) increased urban environmental political oversight, an ambition to 2) focus on and develop 
urban biophysical qualities, or 3) both aspects combined in order to achieve a market advantage. 
Place brands function not only as a marketing slogan but also as a strategic political vision, shaping 
the framework in which local citizens and visitors experience a place (Ooi, 2011). The sustainability 
narratives presented in a green city brand are a by-product of the same historical, political and 
cultural discourses found in a community. By framing and presenting selective images of local 
character, green place brands affirm and reproduce an understanding of local identity both for 
insiders and outsiders (Moilanen and Rainisto, 2009). Green city brands have become a global tool 
for municipal leaders to promise a better quality of life, promote sustainable development, and 
increase their competitive advantage. Green campaigns can pursue goals of green growth by 
prioritizing the maintenance of existing values, patterns and social relations based in capital 
accumulation (Harvey, 1996). One consequence of green place-branding is that some ideas of local 
authenticity are left out of the image-making process (Govers and Go, 2003). Sustainability 
campaigns have also been cited with the power to provide new opportunities for disempowered 
groups by reshaping urban environments and thereby making them more equitable places (Krueger 
and Gibbs, 2007: 5). The exclusion or inclusion of certain aspects of community identity in green 
place brands can influence decision-making power and thereby resource allocation (Govers and Go, 
2003). In this sense, green city visioning is an agenda-setting tool, establishing political and cultural 
norms and can have serious consequences for the production and reshaping of urban environments 
including urban nature.  
Conceptualizing green city branding as a tool of governance  
Green place branding can go beyond framing urban sustainability agendas to actually steering these 
agendas. One EU policy tool being used to govern UGI delivery and management is the European 
Green Capital Award (EGCA, 2015). The EGCA is a rather new EU policy initiative driven by the 
European Commission and originally drafted by European mayors and local authorities in the 2006 
Tallinn Memorandum to “horizontally” encourage cities to craft greener and more environmentally 
sustainable urban development plans integrating UGI. The EGCA falls under a broader category of 
soft policy tools used by the EU to encourage self-steering or network governance of environmental 
management and regulation at the local level as opposed to top-down decision making (The 
European Commission, 2001; Zuidema and De Roo, 2009; Torfing, 2012). The EGCA has been 
granted annually since 2010 to an exemplary European city demonstrating efforts to improve the 
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urban environment through the development of best practices in environmental management. 
Winning cities are branded as exemplary environmental regulators by certifying their environmental 
management ability to monitor and reduce environmental impact through very specific local policy 
regulations and strategies (Wurzel et al., 2013).  This green city branding is intended to spur urban 
competition around investment in environmental sustainability, such as UGI, while raising 
awareness about environmentally resilient cities (EGCA, 2015). By branding and celebrating select 
European cities for their environmental performance, the EU aims to steer the evaluation, delivery 
and development of UGI policy and the urban sustainable development agenda as a whole.  
Green city brands like the EGCA function as an informational measure distributing EU-certified 
rankings and evaluations of urban environmental management through a green city brand (Wurtzel 
et al., 2013). Thus the EGCA and other green city branding schemes have the potential to form 
powerful policy networks, determining the nuts and bolts of local policy strategies, budget 
allocations and overall environmental policy making priorities outlining the delivery of UGI 
(Sabatier, 1988; Jenkins-Smith and Sabatier, 1994). Green city brands give rise to certain discourses 
about highly-ranked or “winning” cities establishing an understanding of environmentally 
performing and under-performing cities (Kronberger and Carter, 2010). These schemes prioritize 
certain environmental qualities over others, making some environmental policies highly visible 
while rendering others invisible (Kronberger and Carter, 2010). The exclusion of certain aspects of 
environmental policy making and UGI delivery in green city brands can influence decision making 
power and thereby resource allocation. In this sense green city branding is an agenda setting tool 
establishing political and cultural norms (Kingdon, 1994; Govers and Go, 2003). Ultimately, as 
green city brands are consequential policy instruments because they are a main link between 
steering at the trans-national level and policy impacts and outcomes at the local level (Jordan et al., 
2013: 310).  
Situating UGI within entrepreneurial urban governance arrangements 
Broad and complex structural changes have occurred in the urban political fabric as cities have 
shifted roles from producers of jobs to suppliers of knowledge and environmental innovation. As a 
result there has been a major shift from government to governance (Wurzel et al., 2013). 
Government in this regard is defined as the state’s role in top-down command and control of 
political regulation while governance is associated with the government’s declining ability to steer 
economy and society toward collective goals in a top-down regulatory environment (Torfing et al., 
2012; Wurzel et al., 2013). Situated in an urban context, urban governance relates to the collective 
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steering of decision-making involved in the control and management of urban affairs (Pierre, 2011; 
Torfing et al., 2012). Urban in this context refers to a location characterized by high population 
density with a complex infrastructure and diverse social fabric encompassing cities, towns and peri-
urban areas (Mumford, 1938; Pierre, 2011). While this shift towards governance continues to be 
heavily debated, it is generally agreed that there has been a blurring and fragmentation in policy 
making structures and processes in the realm of urban development as indicated by among others, 
more entrepreneurial approaches to urban governance (Loorbach, 2010; Pierre, 2011). As urban 
leaders have made shifts from top-down governance arrangements to collaborative entrepreneurial 
governance arrangements, power and resources have been re-distributed to new actors and the rules 
of decision making processes have changed. A dominant discourse that has arisen in this 
entrepreneurial governance arrangement is a deep belief in the power of innovative green profiles to 
attract investment and talent to implement sustainable urban development projects as reflected 
through green city branding campaigns. 
This political turn constitutes a shift from a traditional top-down decision making “governance 
arrangement” (Arnouts et al., 2012) dominated by government to a broadening of governance 
modes as illustrated by trends in urban governments to seek out collaboration with both business 
leaders and citizens in the name of effective and economically competitive leadership (Kotler at al., 
1993). Governance arrangements describe the temporary stabilization of the content and 
organization of a policy domain - such as an entrepreneurial approach to urban greening campaigns. 
The concept of governance arrangements is based on Tatenhove et al.’s (2000) term, “policy 
arrangement” which describes how policies are temporary and destabilize over time as changes 
occur with shifts in policy resources, actors, discourses and rules of the game (Arts et al., 2006: 99). 
In this thesis the term governance arrangements is used to reflect the multi-level governance 
dimension of UGI governance arrangements as they are situated in the urban environmental 
sustainability domain which in turn is embedded in global environmental governance. This domain 
is steered by green city brands conceptualized as green growth discourses under the influence of 
broader structural changes in society such as neoliberalism and globalization. As green city brands 
are implemented in the urban environmental sustainability domain, shifts within the UGI 
governance arrangement occur. Figure 2 illustrates the four dimensions of a governance 
arrangement, depicting how they are interwoven and how a shift in one dimension imposes a shift 
on all other dimensions (Arts et al, 2006: 99). It is this change or potential for change that calls for 
analysis. 
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Figure 2. A multi-level UGI governance arrangement visualized as an embedded tetrahedron  
(adapted from Liefferink, 2006) 
 
The main objective of the governance arrangements approach is to analytically link changes in 
policy practices such as entrepreneurial urban greening campaigns to broader structural changes in 
society such as neoliberalism and globalization (Liefferink, 2006:45). As the main aim of the thesis 
is to understand how green city branding conceptualized as a discourse of green growth impacts 
UGI governance arrangements, it is necessary to explore each dimension of the governance 
arrangement through the analytical approach of discourses. Therefore the analytical approach of 
discourses will be introduced followed by a brief description of how each dimension of the 
governance arrangement can be impacted through this analytical approach. Lastly a continuum of 
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ideal governance types will be presented to provide context for potential shifts in governance 
arrangements.  
Discourses in this context refer to the ideas and narratives of the actors involved in UGI governance 
and how their values and definitions of problems and solutions are defined (Hajer, 1995; Arts et al., 
2006). Liefferink (2006: 58) suggests that discourses are relevant at two different levels: the first 
level refers to broad societal organization and in particular the relationship between the state, 
market, and civil society; the second level refers to concrete policy problems such as the character 
of the problem, its causes and possible solutions. Discourses at the first level may have significant 
implications for the rules of the game regarding interaction between actors in the arrangement. At 
the second level, discourses can reveal strategic ploys of actors in the arrangement. Entering the 
tetrahedron through the theoretical approach of discourse therefore provides an interesting study of 
the empirical effects of changing modes of governance and can reveal the role of changing problem 
perceptions, norms and storylines (Hajer, 1995; Liefferink, 2006).  
Rules of the game refer to the mutually agreed upon formal procedures and informal routines of 
interaction within institutions like municipalities (Arts et al., 2006; Liefferink, 2006). When rules of 
the game are connected with the discourse dimension of the arrangement, it is possible to identify 
the discourses underlying the dominant “rules of interaction” which generally describe ideas about 
governance or the relationships between the state, market, and civil society (Liefferink, 2006:56).   
Power refers to the division of power and influence between actors. In this context power refers to 
the “mobilization, division, and deployment of resources, and influence to who determines policy 
outcomes and how” (Arts et al., 2006: 99). When power is connected with the discourse dimension 
of the arrangement, discourses can be used as tools to gain political legitimacy and regulatory 
power (Liefferink, 2006). A study of discourses and power should pay special attention to tensions 
and shifts in the content of the prevalent narratives in the arrangement as such shifts can indicate 
“discursive power” (Ibid, 2006). 
When actors and their coalitions are connected with the discourse dimension of the arrangement, 
they can be grouped according to the normative and causal views they have about a particular 
policy area (Liefferink, 2006). Such groupings of actors can form what Sabatier and Jenkins-Smith 
(1993) call “advocacy coalitions” based on shared beliefs and ideas around prevailing storylines in a 
given governance arrangement.  
In order to understand how green city brands conceptualized as discourses of green growth impact 
can potentially shift UGI governance arrangements, it is important to contextualize these 
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arrangements within ideal types of governance modes. Arnouts et al. (2012: 44) outline a continuum 
of ideal governance modes based on Kooiman’s (2003) typology shifting from “old modes” such as 
hierarchical governance and closed co-governance to “newer modes” such as open co-governance 
and self-governance. A shift in governance arrangements from an old mode to a new mode indicates 
tendencies towards “political modernization” or the willingness to challenge the governing role of 
the state by including new actors, re-allocating power and resources and broadening policy 
coalitions (Arts et al., 2006). Table 1 provides a comprehensive overview of the four “ideal” types 
of governance arrangements.  Grouped together these ideal governance modes operationalize shifts 
in governance from one mode to the other and contextualize overall shifts in governance 
arrangements. It is this change or the potential for change that calls for analysis. 
Table 1: Description of ideal governance arrangements by Arnouts et al. (2012) 
Ideal Governance Arrangements  
 Hierarchical- Closed-Co Open-Co Self- 
Actors Predominantly 
governmental 
actors 
Mixed elite group 
of actors 
Mixed elite and 
non-elite group of 
actors 
Predominantly 
non-governmental 
actors 
Power Contained by 
government 
Divided by groups Diffused amongst 
groups 
Claimed by non-
governmental 
actors 
Rules Governing by 
government 
Governing through 
restricted 
cooperation 
Governing through 
collaboration 
Governing by non-
governmental 
leader 
	
Urban Green Infrastructure (UGI)  
In order to better understand UGI governance arrangements it is necessary to define UGI as a 
concept and understand the various elements involved in this approach. Green infrastructure is a 
contested term (Lennon, 2014) with a broad range of associated definitions and typologies. 
Benedict and McMahon’s (2006: 12) influential definition defines green infrastructure through an 
ecological framework as “an interconnected network of natural areas and other open spaces that 
conserves natural ecosystem values and functions, sustains clean air and water, and provides a wide 
array of benefits to people and wildlife”. Other definitions go beyond ecosystem services to include 
engineered products and technologies that perhaps mimic natural processes to provide increased 
environmental quality such as green roofs and green walls (Young et al., 2014; Mell, 2013). 
Inspired by the Davies et al. (2006) description of GI as a “grey – green continuum,” Roe and Mell 
(2013) illustrate UGI typology as being composed of ecologically and visibly green resources (Type 
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1) and as humanly engineered infrastructure composed of sustainable elements (Type 2) (see Figure 
3). They claim an integrated typology could focus on the delivery of visibly greener environments 
that provide ecological and social benefit above and beyond functional change addressing the desire 
for more sustainable and multi-functional landscapes (Mell, 2013). Given this broad spread of 
typologies associated with green infrastructure and what Mell (2013) calls the “strategic 
subjectivity” surrounding the implementation and delivery of UGI, it is important to gauge which 
characteristics of UGI are prioritized by policy tools such as green city branding.	
	
Figure 3 Green Infrastructure Characteristic Typology from Mell, 2013  
 
As the focus of this thesis is on understanding how the biophysically green elements of UGI are 
incorporated into and impacted by green city brands at the city level and beyond, it is important to 
define “biophysically green elements of UGI.” Within Mell’s typology (2013) (Figure 3), the 
biophysically green elements of UGI are defined as type 1 UGI, encompassing urban green space 
elements such as parks, trees, and forests. Parallel to the rise of urbanization, there has been an 
increased interest in urban green spaces within the planning approach of UGI in large part due to 
the ever increasing evidence base demonstrating their benefits (Cvejić, R., et al., 2015; Sandberg et 
al., 2015). This interest is driven by other factors as well including the decline in quality of urban 
green spaces due in part to their low political status at both the local and national level as well as an 
emphasis on the development of brownfields over greenfields in the compact city discourse 
(Swanwick et al., 2003). There is a growing discussion within the UGI management approach 
regarding the role of green spaces in the high density compact city model (Ibid; Kabisch et al., 
2015).  
This discussion has been critiqued by Sandberg et al. (2015) suggesting that one failing of this 
recent surge in attention to urban green spaces is a lack of focus on the political dimensions of 
renaturing the city, including the institutional contestation of political and social preferences that 
make up the UGI management discourse. They assert this interest in urban greening through UGI 
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must be understood within an entrepreneurial governance arrangement whereby a neo-liberal 
reorientation of the state has placed focus on developing attractive and healthy urban environments 
from post-industrial trends such as urbanization (Rosol, 2010; Janos and McKendry, 2014; Ibid). It 
is therefore important to recognize that biophysically green elements of UGI as well as other types 
(Mell, 2013) are defined and shaped by specific ideas and interests that both include and favor, 
exclude and marginalize and benefit some groups over others (Sandberg et al., 2015). A UGI 
approach to planning and management of urban greening and sustainability frames urban 
environments in specific ways while ignoring others. UGI governance arrangements wield political, 
discursive and economic power. 
Urban political ecology as a lens 
Urban political ecology provides a helpful lens to uncover and analyze the inter-tangled relations of 
green city branding and UGI governance arrangements and their impact on the built environment. 
Heynen et al. (2006) assert urbanization occurs within the context of complex and intrinsically 
interwoven social, political and ecological processes (also Harvey, 1996). Throughout urbanization 
these processes play out in the reproduction of urban environments that “embody and reflect 
positions of social power” (Heynen et al., 2006). In this sense urban political ecology takes to task 
the nature/culture logic suggesting there is nothing unnatural about human produced environments 
because cities are specific historical results of socio-environmental processes (Davis, 1996; Harvey, 
1996; Heynen et al., 2006; Wachsmuth, 2012). Cities are also by-products of capitalism and in this 
sense urban nature is as much a commodity as steel, glass and concrete because urban nature is 
produced under “capitalist and market-driven social relations” (Heynen et al., 2006: 5). In capitalist 
cities such as Copenhagen and Singapore, urban political ecology argues that the urban 
environments of the city are “controlled, manipulated and serve the interests of the elite at the 
expense of marginalized populations” (Swyngedouw, 2004a). This theoretical frame encourages 
questions regarding how urban environments are shaped and reshaped: “who produces the political, 
economic, and social configurations of a city and who benefits from these configurations? Who 
produces what kind of socio-ecological configuration for whom?” (Heynen et al., 2006: 2). 
This theoretical frame also helps us understand how terms such as cultural and biophysical 
authenticity (as used in the hypothesis) are mere social and discursive constructs embedded in and 
determined by political, discursive and economic power. Cultural authenticity in the context of UGI 
governance arrangements can be understood as an analysis of the extent to which a cultural 
landscape reflects the beliefs and values and depicts the everyday life and language for specific 
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cultural groups (Lindholm, 2008). By extension biophysical authenticity in this context can be 
understood as an analysis of the extent to which a biophysical landscape reflects the beliefs and 
values and depicts the everyday life and language for specific cultural groups (Ibid). 
Cities as spaces of global environmental governance 
A final perspective to bring to this framework is the role of cities in global environmental 
governance processes. Environmental governance can be understood as the collective multi-level 
steering of decision-making involved in the control and management of the environment and natural 
resources such as UGI across the trans-national, state and local levels (Hooghe and Mark, 2001; 
Jordan and Lenschow, 2010; Wurzel et al., 2013). This thesis situates environmental governance in 
a multi-level and global governance context because the boundaries between different levels of 
government have become blurred. In this “blurring” the competencies between local, national, and 
trans-national authorities have shifted, not only “upwards” towards the transnational level but also 
“downwards” from nation state to regions and cities (Kern, 2014:113).  This is largely due to the 
increasing complexity of urban environmental issues such as climate change adaptation that despite 
their global dimension often demand locally-sourced and horizontally-governed solutions (Zuidema 
and De Roo, 2009; Kern, 2014; Wurzel et al, 2013).  As a result, cities are increasingly relying on a 
global network of environmental governance – namely awareness raising, capacity building, 
systems of peer review, the exchange of best practices in regards to implementation and soft 
enforcement of environmental policies such as the establishment and enhancement of UGI in urban 
planning and development strategies (IMPEL, 2010; Jordan and Tosun, 2012; Torfing, 2014). In 
this multi-level policy arena, cities frequently are governing their UGI horizontally, without the 
directives of the national government, networking and sharing policy knowledge regarding the 
establishment and management of their UGI. The combined efforts of local authorities in UGI 
governance enhance the chance that what happens at the local level will be significant for the global 
level (Bouteligier, 2014).  
Application to this thesis 
The governance arrangement approach is applied to understand how biophysically green elements 
of UGI are currently incorporated into and impacted by green place branding campaigns at the city 
level and beyond. The main objective of the governance arrangements approach is to analytically 
link changes in policy practices such as urban greening to broader structural changes in society such 
as neoliberalism and globalization (Liefferink, 2006:45). This is accomplished by exploring each 
dimension of the governance arrangement through the analytical approach of discourses as the 
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thesis conceptualizes green city branding as a discourse of green growth. In paper I trends in how 
urban green spaces currently feature in city branding campaigns are explored by connecting the 
rules of the game with the discourse dimension of the arrangement in order to uncover discourses 
underlying general ideas about the relationship between the state, market and civil society. In paper 
II, green city branding processes are investigated as discourses of power, exploring how when 
power is linked with the discourse dimension of the arrangement, trends of discursive regulatory 
power are revealed. In paper III green growth advocacy coalitions come to the forefront as actors 
and their coalitions are connected with the discourse dimension of the arrangement to explore the 
normative and causal views shared by the coalitions. The governance arrangements approach is also 
helpful in operationalizing shifts in governance arrangements from old to new modes of 
governance. Urban political ecology is a helpful critical lens to understand and critique these 
changes. Global environmental governance theory positions the relationship between green city 
branding and UGI governance arrangements in a multi-level governance context elucidating the 
connections between local UGI governance practices and global UGI governance trends (Figure 4).  
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Figure 4: Overall application of the multi-level UGI governance arrangement to thesis 
(adapted from Liefferink, 2006) 
 
 
38 
	
Methodology 
Epistemological orientation and overall methodology 
The driving force behind this inter-disciplinary research is to make cities more liveable and 
sustainable places for people by providing better-quality urban green spaces. Central to this study is 
the idea that research must focus on problems that matter to our communities in which we live and 
that it should be conducted to provide tangible solutions to current and pressing problems such as 
the quality of urban life (Flyvbjerg, 2001).  In this regard the underpinning philosophical worldview 
of this study aligns with pragmatism, a paradigm with a strong focus on the direct application of 
research to real-world problems. 
Urban green space management is a highly applied and interdisciplinary field drawing on elements 
of the natural sciences, social sciences and the humanities in theoretical and practical application 
(Konijnendijk et al., 2005). In this applied research, focus is placed on issues of values and power to 
develop what Flyvbjerg (2001) calls “practical wisdom.” Case-study-based knowledge is critical in 
developing practical wisdom.  
The methodological point of departure for this study has been an explorative and inductive 
approach to understanding and operationalizing the relationship between green city branding and 
the governance of biophysically green UGI (Cresswell, 2009). Based on the current topical 
knowledge gap, the study was designed inductively to collect on-the-ground information through 
interviews, document analysis, social-media analysis and an on-line survey to observe trends and 
offer explanations for these trends (Neuman, 2003).  This relationship has not previously been 
explored in-depth and the topic lacked theoretical grounding. Therefore an exploratory and 
inductive case study-based approach was taken in order to create enhanced understanding of this 
relationship, generate theoretical clarification and “practical wisdom.”  
Study design and inductive case selection process 
The overall approach taken to this research is a multiple case study (Yin, 2003) iteratively exploring 
the common dependent variable of green city branding as an entrepreneurial green growth discourse 
and its impact on the independent variable of UGI governance arrangements across a variety of 
governance modes. The study is based on three cases at various scales: 1) all municipalities in 
Denmark, 2) the city/state of Singapore and 3) the European Green Capital Award (EGCA) (Table 
2). The three cases span broad spatial scales, however are comparable based on trends of 
urbanization and their shared tradition of green city branding.  This thesis therefore will not deal 
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with the physical consequences of the scalar diversity of these cases but will rather focus on the 
diverse governance arrangements of the cases. As a global discourse, green city branding relates to 
organizational aspects of multi-level governance such as the relationship between the state (at 
various levels), market and civil society which in turn impact the governance arrangements of UGI 
(Liefferink, 2006). Together the cases paint a picture of broader trends in the impact of green city 
branding as a discourse on UGI governance arrangements at the city and transnational level.  
Table 2: Varieties of scale and governance in green city branding case studies 
 Denmark Singapore EGCA 
Type of case 
(Gerring, 2007) 
“Typical” 
Multiple-case  
Mixed-methods 
“Extreme” 
Single case 
Temporal 
Qualitative methods 
“Most-similar” 
Single case 
Temporal 
Qualitative methods 
Units of observation Municipal 
branding schemes 
City green city 
vision/brand over 3 
phases 
5 phases of the award 
from 2010 – 2016 
Green city branding 
tradition 
Intermittent Strong and  
long-term 
Relatively new but 
growing 
Scale of case Spanning  
urban - rural 
municipalities 
Global city European Union  
cities with +100,000 
inhabitants 
Population density 130.50 persons/ 
km2 
 
7,772 persons/ km2 116.3 persons/ km2 
Percentage of urban 
population 
87% 100% 74% 
Governance modes 
(Arnouts et al., 2012) 
Closed - Open co-
governance 
Hierarchical 
governance 
Open co-governance – 
self-governance 
(Population density and percentage of urban population from (World Bank, 2015) and (Eurostat, 2015) 
	
This study has used analytic induction as an approach for the study design, case selection and 
theoretical formulation. Analytic induction is a data analysis approach that seeks out “universal” 
explanations of phenomena by pursuing the collection of data until no cases are found to be 
inconsistent with the hypothetical explanation (Bryman, 2012: 567.) Using this analytical process, 
the study identified and classified broad manifestations of green city branding in order to analyze 
impacts on varieties of UGI governance arrangements. When deviations were identified in the 
empirical data, the data was re-evaluated; research questions and hypothetical explanations of the 
research questions were revised in order to explore new categories of UGI governance 
arrangements (Figure 5). In the inductive tradition, this study was built on a rough theoretical frame 
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drawing initially from place branding and urban green space management literature. The literature 
review expanded with each empirical study to eventually encompass a much more elaborate 
theoretical frame based on mid- and grand- theories such as governance and neoliberalism. 
Following the data collection, observed concepts and trends were grounded in theory.  
	
Figure 5: Analytic Induction process (adapted from Bryman, 2012) 
	
Case Studies 
The case studies included in this thesis are focused on analyzing various dimensions of the 
Governance Arrangement Approach (Liefferink, 2006; Arnouts et al., 2012). Paper I, based on 
cases in Denmark, uses a mixed-methods approach to operationalizing the “rules of the game” in 
green city branding in Danish municipalities, while Papers II and III based in Singapore and the 
European Union, respectively, use qualitative methods to operationalize discursive power and the 
normative and causal values of advocacy coalitions.   
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Phase I: Denmark 
This is a “typical” case from a pre-defined population exemplifying what is considered to be a 
typical set of values in Danish municipalities given a general understanding of the phenomenon of 
green city branding. Therefore it provides insight into a broader phenomenon occurring in Denmark 
and beyond (Gerring, 2007). The aim of this case is to operationalize one dimension of how green 
city branding impacts UGI governance arrangements by understanding “the rules of the game” 
currently in operation for decision making in green city place branding campaigns (Arts et al., 
2006). In this sense the first phase of analytical induction began by exploring what the rules of the 
game are in Danish municipal branding campaigns and how urban green spaces currently feature in 
these campaigns? (Paper I) In this regard the paper explores potential shifts between closed co-
governance to open co-governance of UGI. In this study, we hypothesize that “green” branding is 
happening in Denmark at the municipal level but that biophysically green UGI such as green spaces 
do not play a major role in these place profiles.  
Phase II: Singapore 
This is a single case study of Singapore’s green city branding campaign over time and can be 
understood as an “extreme” case because of the length of time and the degree to which the city/state 
has developed and executed its green city image (Gerring, 2007). The case is temporal and 
exploratory in nature with the aim of uncovering the historical trajectory and impacts of Singapore's 
green branding process as seen through an urban political ecology lens. Discursive power came to 
the forefront in this phase while operationalizing a second dimension of how green city branding 
impacts UGI governance (Arts et al., 2006). The second phase of analytical induction thus began by 
exploring how discourses of power are revealed in the green city visioning/branding process 
questioning who benefits and loses in the green identity making process? (Paper II). The potential 
for governance arrangement shifts from hierarchical to open co-governance were explored.  In this 
study we hypothesized that the long-standing green city branding discourse in Singapore leads to 
serious social and political consequences.  
Phase III: EGCA 
The European Green Capital Award (EGCA) is a single case study, temporal and exploratory in 
nature with a focus on how UGI features in the award over time both in the programming of the 
award indicators as well as in the green discourses of the winning cities from 2010 to 2016. The 
case can be classified as a “most-similar” case study as the units of observation in the case study, 
winning EGCA cities, have the common variable of performing to exemplary standards of urban 
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sustainability (Gerring, 2007) and in this sense provide an exploratory platform upon which the 
study attempts to understand how the EGCA steers the delivery of UGI in Europe’s most 
environmentally sustainable and green cities through discourse and advocacy coalitions (Arts et al., 
2006). Therefore the third phase of analytical induction began by exploring how “green” is defined 
through the normative and causal values of green growth discourses as conceptualized through 
green city branding? (Paper III) Through this lens a potential for governance arrangement shifts 
from open co-governance to self-governance were explored. In this study we hypothesized that 
green city brands like the EGCA, conceptualized as discourses, are effective policy tools used to 
craft urban environmental sustainability measures through the formation of network-based 
advocacy coalitions. Through the reiterative analytic induction approach the findings from this last 
phase theoretically grounded my overall research findings in multi-level network governance theory 
(Hooghe and Marks, 2003; Sørensen and Torfing, 2009).  
Data collection and analysis 
Case I: Denmark 
The study applied a mixed methods approach in order to capture a broad overview of place 
branding activities in Denmark through a quantitative online survey followed by a qualitative case 
study of three geographically-diverse municipalities. All 98 municipalities were contacted through 
an online survey, sent to both green space managers as well as communications/branding managers. 
Green spaces are managed at the local level in Denmark. Additionally case studies were conducted 
in three geographically diverse municipalities to explore causal mechanisms of the phenomenon. 
All interviews were semi-structured to allow for flexibility in and anticipate emerging themes 
during the conversation (Bryman, 2012) but specific emphasis was given to understanding key 
elements of the brand (i.e. recreation, tourism, culture), the driving force for implementing the 
brand as well as the main target groups of the brand. The survey concerned three thematic groups of 
questions designed to outline the “rules of the game”: (1) general municipal branding, (2) 
environmentally-sustainable municipal branding, and (3) municipal branding that intentionally 
integrate green spaces into the municipal brand. Key survey questions are provided in the methods 
section of Paper I. Survey data was analyzed using SPSS.  
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Case II: Singapore 
This case study is temporal in nature tracking three notable shifts in Singapore’s green city identity 
from the inception of Singapore as an independent city state in 1965 to the present time, 2013. 
Singapore’s progression from post-colonial slum to Asia’s greenest and most liveable city has been 
carefully documented in newspaper articles, political speeches, and government planning 
documents. Since 1959 Singapore has been governed by a single ruling party, the People’s Action 
Party (PAP), and the newspaper articles, political speeches and planning documents analyzed for 
this article have been read and analyzed as a reflection of PAP policies and political discourses. The 
PAP perspective is triangulated with peer reviewed articles written specifically about Singapore 
during this time period in the fields of urban planning, urban green space governance, biodiversity 
and nature conservation, and neoliberal governance. In addition this study draws on 11 field 
interviews conducted in the winter of 2011 with officials from Singapore NParks (Paper II), 
Singaporean academics involved in urban green space governance, as well as citizens engaged in 
community gardening (see Paper II and Appendix 1). All interviews were semi-structured to allow 
for flexibility in and anticipate emerging themes during the conversation (Bryman, 2012) but 
specific emphasis was given to understanding how specific actors defined and framed 
environmental problems and the resulting urban greening measures taken in Singapore. All data 
collected has been analyzed qualitatively to examine which socio-environmental narratives are 
revealed in the green visioning processes and to note who has benefited or not benefited in the act 
of green identity-making.  
Case III: EGCA 
The data collection focuses on the 5 cycles of the EGCA from 2010 to 2016. The case study is 
temporal in nature tracking how UGI features in the award over time both in the programming of 
the award indicators as well as in the green discourses of the winning cities. The first step of 
analysis focuses on the award programming and the weight and focus given to UGI throughout the 
award. The second step of analysis focuses on best practice discourse formation in each award 
cycle. Multiple sources of data have been used to analyze this case. The policy tool has been 
analyzed through documentary evidence including all official EGCA documents and social media 
outlets. This data has been triangulated with peer-reviewed articles in relevant fields. All data 
collected have been analyzed qualitatively to examine how “green” is defined through the 
normative and causal beliefs of green growth discourses represented in the EGCA indicators and 
winning city green discourses and best practices.   
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Results 
 
This thesis aims to contribute to the understanding of how green city branding impacts UGI 
governance arrangements, specifically elements of biophysically green UGI, such as parks, forests, 
and open spaces. In this pursuit, this thesis aims to analyze and critique the relationship between 
green city branding as a discourse of green growth and the complex rules of the game, power 
allocation and advocacy coalitions that in part make up UGI governance arrangements. The below 
results are revealed according to the three guiding research questions presented in a case by case 
basis.  
The governance arrangement approach, one of the main analytical frames in this study allows us to 
operationalize possible shifts in the relationship between green city branding as a discourse of green 
growth and the complex rules of the game, power mechanisms and advocacy coalitions that 
contribute to UGI governance arrangements. Paper I (the Danish case) explores potential shifts from 
closed co-governance to open co-governance in UGI governance arrangements while Paper II 
(Singapore) analyses potential shifts from hierarchical UGI governance arrangements to open co-
governance. Finally paper III evaluates the possibility for shifts from an open co-governance 
arrangement to self-governance. Urban political ecology as a critical lens encourages us to 
complicate the findings of the above mentioned relationship and unpack the socio-environmental 
narratives embedded in green entrepreneurial urban governance arrangements. Situating the 
findings in global environmental processes illustrates how local green city branding schemes have 
global significance. The results show that while all cases are embedded in entrepreneurial 
governance arrangements the impact of green city branding discourses on each UGI governance 
arrangement varies. These variances are attributed to diverse governance modes in each case as well 
as the extent to which the case-specific UGI governance arrangement is embedded in a broader 
multi-level and global environmental governance arrangement.   
How do urban green spaces currently feature in city branding campaigns and what 
are the rules of the game in these campaigns? (Paper I) 
The findings from this case demonstrate that Danish municipalities are actively using place brands 
to promote themselves and therefore subscribe to entrepreneurial modes of development whereby 
the municipality actively partners with free-market forces to steer and realize public policy. 
Twenty-five out of 79 municipalities, or roughly one third of respondents, report that their 
municipality has a branding scheme. However neither sustainability nor green spaces feature 
strongly in these municipal brands. This finding demonstrates the minimal role urban sustainability 
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discourses and biophysically green UGI assets play in municipal entrepreneurial governance 
arrangements in Denmark.  
Entrepreneurial discourses driving municipal brands 
Results show that municipalities are branding themselves in order to attract new and existing 
residents in addition to tourists and new industries. Attracting residents, tourists, and new industry 
through place branding is almost twice as important to municipalities as sustainable development.  
On average, the brand theme “Innovation” is the most widely used place branding factor amongst 
responding municipalities whereas “Active Living” is the least commonly used brand theme. 
Results show that municipalities are branding themselves in order to attract new and existing 
residents in addition to tourists and new industries. On average, the factor most widely cited as the 
driving force behind place brands is “Creatives” whereas “Sustainable development” is not as 
strong of a place driver.  
Green discourses and UGI largely excluded from municipal brands 
Green spaces are not prioritized in the political strategies and place brands of most municipalities. 
Despite the above mentioned finding, municipalities see themselves as “green” either 
environmentally green or physically green. Twenty-five out of 79 (31%) municipalities see 
themselves as physically green while 4 out of 79 (5%) see themselves as environmentally green. 
Moreover, 48 out of 79 (61%) see themselves as both physically and environmentally green. The 
green image of a municipality is exclusive of whether or not the municipality actively promotes a 
green place brand. Only a small number of municipalities - 8 out of 79 (10%) - reported having a 
place brand that prioritizes green initiatives such as renewable energy, pollution control, habitat 
protection, and green spaces.  
Green space branding trends 
Only very few municipalities include their green spaces in their municipal place brands. 
Municipalities integrating biophysical assets such as green spaces into their main municipal place 
brands do so to target residents, tourists, and municipal employees. Municipalities integrating green 
spaces into their main place brands target these groups through methods of political strategy and 
marketing.  
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Green place brands used sparingly as tools of governance  
The case studies in Frederiksberg, Odense and Ringkøbing-Skjern shed light on the role of green 
place brands in providing a strategic framework for sustainable urban development with an 
emphasis on quality of life and health. The three case studies verified general trends in municipal 
green place branding as revealed by the survey and also assisted in gaining further insight into place 
branding. The geographic variation of the case study municipalities indicates that densely populated 
municipalities such as Frederiksberg are not as heavily dependent on place branding for economic 
development as rural municipalities such as Ringkøbing-Skjern. Economic development through 
place branding did not emerge as clearly from the case studies as the survey results reflected. 
Instead the cases shed light on the role of green place brands in providing a strategic framework for 
sustainable urban development with an emphasis on quality of life and health.		
Diverging discourses and governance arrangements 
While Danish municipalities are branding themselves in an entrepreneurial sense to attract 
development, innovation, and creativity, green discourses are not driving this identity. In fact these 
discourses are entirely separate and operating at different levels of governance. The predominant 
branding discourse is integrated into the political visions and strategies of the municipalities that are 
branding themselves while discourses of sustainability and urban greening are largely excluded 
from these governance arrangements. The findings point to the closed co-governance nature of the 
entrepreneurial governance arrangements in Danish municipalities. 
How are discourses of power revealed in the green city visioning/branding process 
and who benefits and loses in green identity making? (Paper II) 
Results from this case demonstrate that the long-term green city visioning and branding campaign 
in Singapore is used as a tool of discursive power to establish political legitimacy not only in 
Singapore but in an international context as well.  
Economic reform through “cleaning and greening:” 1959 - 1987 
In 1963 when Prime Minister of Singapore, Lee Kwan Yew, began a tree planting campaign to 
green and beautify the island, he set in motion not only an effort to biophysically alter the landscape 
of an island where more than 95% of the original temperate jungle vegetation had been eliminated 
through colonial agricultural pursuits but also to morally reform and discipline the citizens in a 
campaign of economic development (Paper II). 
The Garden City campaign, officially announced in 1968, was a government driven top-down 
economic development plan to “achieve First World standards in a Third World region” with the 
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ultimate aim of attracting direct foreign investment to boost Singapore’s shift from an agricultural 
to industrialized economy (Paper II). At the heart of the campaign was the concept of “cleaning and 
greening,” not only the landscape but also the “rough and ready ways of the people,” to encourage 
“considerate and courteous behavior” (Paper II). In this sense the act of greening manifested not 
only biophysical results but economic reforms as well. To encourage the citizens of Singapore to 
green and clean their environs into a Garden City became an act of equal part discipline, education 
and behavior modification. Speeches held by government officials on tree planting days were laced 
with cautionary tales about the dire consequences of citizens losing confidence in Singapore’s 
ability to urbanize and industrialize as well as an emphasis on the critical importance of well-
behaved citizens in this process.  
The disciplined spirit of capitalism 
Singapore’s clean and green campaign produced a greener landscape and a more stable and docile 
population. Under the guise of the clean and green campaign in the 1960s, the PAP government 
linked an ideology of survivalism and economic nationalism with an attack on “radical trade 
unionism, community subversion, and racial strife,” usually associated with Malaysian settlements 
and cultural circles (Paper II). Razing “slum housing” or village settlements often inhabited by one 
dominant ethnic or cultural group was another tactic used by the government to reduce racial 
tension in the 1960s while also cleansing the landscape of unsanitary cramped living conditions. 
The physical act of planting and tending to trees and shrubs was a way for these newly displaced 
citizens to embrace the disciplined spirit of capitalism and demonstrate their allegiance to the 
entrepreneurial state. It was also a measure by which the government demarcated productive and 
unproductive citizens, or, in other words, good or bad citizens. 
Contested visions of green 
What was natural and what was green was called into question by citizens, gardeners and politicians 
alike. By 1980, over one million flowering shrubs and instant trees were planted in the city 
transforming Singapore from what Lee once called, “a mudflat swamp” into a modern green city 
(Paper II). Not all participants in the Garden City campaign were equally pleased with the greening 
results. Beginning in the early 1960s, citizens complained about the lack of native species chosen to 
green the island. While the city prospered economically and citizens gained sanitation, political 
stability and a strong sense of nation, native landscapes suffered as did the “undisciplined customs” 
of citizens unaccustomed to free-market forces.  
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Urban greening as a contested act of local-identity making: 1988 to 2004 
The second phase of Singapore’s green city vision, Tropical City of Excellence, can be seen within 
the context of the government’s shift from a focus on strictly functional greening to recreational and 
lifestyle greening. Urban greening became an act of local identity-making in the name of economic 
competitiveness and environmental responsibility. Despite this apparent broadening in green 
governance, the green politics in Singapore of the 1990s illustrated ever contested concepts of 
greening, nature, and conservation. The greater role of citizen consultation and civic engagement in 
the management of Singapore’s biophysical resources was tempered by the government’s 
commodification of sensitive ecosystems and wildlife habitats. 
Commodified landscapes 
One particular scenario involving a fight for the preservation of an urban estuary highlighted the 
tension between government regulators and environmentalists both working towards goals of urban 
greening. While environmentalists savored the Marina South ponds for their rare and vulnerable 
biodiversity as well as the added beauty in the city, the government measured the worth of the site 
not only in terms of its commercial value but also in terms of what it deemed to be natural. By 
deeming the ponds – originally dug out by humans - unnatural, officials limited the definition of 
natural and thereby nature to habitat not touched by humans. In this sense the vast majority of 
Singapore’s habitat was deemed unnatural and therefore unworthy of conservation according to the 
Ministry of Environment’s number one criteria for selecting conservation sites: “sites must be 
natural and ecologically stable” (Paper II). Citizens’ interpretations of greening the city fell short of 
the government’s definition of natural.  
Following the government’s reclamation of the land in 1992 the site lay undeveloped until 2005 
when Prime Minister Lee Hsien Loong announced the creation of Singapore’s premier urban 
outdoor recreation space, Gardens By the Bay on the site of the former ponds (Paper II). Greening 
seen from a government perspective was largely about cultivating an entrepreneurial landscape to 
further develop the country’s exploding economic profile. From the environmentalists’ point of 
view, greening in the “Tropical City of Excellence” was not about nature conservation or promoting 
biodiversity but the commodification of biophysical landscapes for recreational opportunity and 
ultimately garden-theme-park based tourism. 
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UGI as an “innovative and environmentally sustainable playground:” 2004 to present  
If Singapore positioned itself to increase quality of life and authenticity of local identity through 
greening as a “Tropical City of Excellence”, Singapore as a City in a Garden now envisions the city 
as an innovative, environmentally sustainable playground enveloped in a garden (Paper II).  NParks 
officials are quick to point out how more community members than ever before are engaged in 
realizing the city in a garden vision. This is both a concession to increasing concern from 
community members regarding the sustainability of Singapore’s green heritage as well as a 
response to current public administration theory that suggests good governance is based on public 
participation (Paper II). The experience of the garden – living in it, working in it, playing in it and 
creating it – is the current vision of the city with the end goal of incorporating even more 
biophysical infrastructure into the densely populated city. Ministry of Environment officials are 
proud to report, “between 1986 and 2007, the green cover in Singapore grew from 36% to 47% 
despite a 68% growth in population. Ten percent of Singapore’s land is dedicated as green space, 
5% of which is protected as nature reserves… The city also is home to 2,900 species of plants, 360 
species of birds and 250 species of hard coral” (Paper II). What the ministry neglects to tell in this 
story is that “more than 95% of Singapore’s original forest cover has been cleared and less than 
10% of the remaining 24 km2 of forest is primary… The remaining forest reserves occupy only 
2.5% of Singapore’s land area and contain over 50% of the remaining native forest biodiversity” 
(Paper II). Marine biodiversity is also in decline. 
Green city branding as a tool of discursive power 
Therefore the concept of Singapore as a city in a garden calls directly into question the city’s notion 
of environmental sustainability as specific indigenous landscapes are silently eliminated to actively 
promote “super trees” and recreational greening. In erasing the past the city is able to selectively 
present narratives of greening, recreation – ultimately the sustainable Singapore experience keeping 
in line with the city’s vision to transform Singapore into a garden (Paper II).   
Results reveal that the dominant governance arrangement positions the government as the 
beneficiaries of the brand while biodiversity suffer and local identity suffer. In this extreme case the 
discursive power of the brand narrows the production of local landscapes to elements that benefit a 
manufactured and hierarchical entrepreneurial UGI governance arrangement.  
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How is “green” defined in green city branding in terms of normative and causal 
values of green growth advocacy coalitions? (Paper III) 
Results show that groups of winning cities are performing consistently to green growth performance 
indicators. These cities are therefore demonstrating similar norms and causal values in their efforts 
to win the European Green Capital Award (EGCA). These norms and values reveal a definition of 
green focused all too narrowly on eco-efficiency.   
Under-prioritization of biophysically green UGI 
The EGCA aims to encourage a more integrated and sustainable approach to urban management as 
outlined in the European Commission’s Thematic Strategy on the Urban Environment. An UGI 
approach to urban planning and management supports the aims of the EGCA by encouraging a 
holistic and multifunctional approach to urban environmental sustainability. However, the results 
reveal that while the EGCA as a policy tool draws on elements of a green infrastructure approach to 
urban planning and management, only certain types of UGI are prioritized while others are 
marginalized. Namely Type 2, sustainably engineered infrastructure including climate change 
adaptation infrastructure, bicycling paths, energy efficient buildings and wastewater treatment 
facilities, dominate the EGCA approach to UGI. Biophysical resources such as urban parks, forests 
and species-rich protected habitats, or Type 1 UGI characteristics, are prioritized to a lesser extent 
in the EGCA. New Types of UGI characteristics such as green roofs and multifunctional 
rehabilitation of brownfield districts are minimally supported through the award.  
Green discourses focused on eco-innovation 
The EGCA winning green city discourses indicate that the highest value of a green city is green 
economic growth and eco-innovation. Each of these cities points to the problem context of cities 
being responsible for environmental problems as well as having the power to “change current 
trends, and… be the catalysts to achieve a more sustainable society” (Paper III). The popular 
solution to this problem is sustainable economic growth. The green discourses tell a story of 
environmental protection, economic innovation and urban growth working hand-in-hand. The 
dominant brand of the EGCA winning cities is an economic discourse. EGCA best practices 
emphasize sustainable infrastructure that create green jobs such as the construction of eco-quarters, 
energy efficient buildings and bicycle facilities. In this sense, the EGCA is steering the delivery and 
management of UGI in a limited and largely one-dimensional “green” fashion that is not necessarily 
supportive of the multifunctional and holistic planning principles supported by a green 
infrastructure approach to urban planning and management.  
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Cities such as Hamburg, Nantes, Bristol and Ljubljana are performing in diverse and 
multifunctional ways, delivering biophysical UGI through innovative and impressive policies and 
partnerships. These practices, however, are not the face of the EGCA brand. The EGCA brand 
establishes a different green city agenda focused on green growth, eco-innovation and quality of life 
as the dominant green city political and cultural norms. These norms are in line with the directives 
from the EU. 
The reverberations of the financial crisis are easily detected in the EGCA winning city discourses, 
as nearly all of the cities rally around the green promise of eco-innovation and sustainable growth. 
Winning cities are establishing an advocacy coalition or a policy network based on a specific set of 
normative and causal beliefs about how environmental regulation works. Europe’s greenest cities 
are challenging one of the core principles of a green infrastructure approach to urban planning and 
management by largely excluding biophysical resources in their delivery of UGI. Shifts toward 
network-based self-steering in EU UGI governance are calling into question the very definition of 
the word green. 
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Discussion 
 
The results of this study highlight several relevant impacts of green city branding on UGI 
governance arrangements. Analyzing UGI governance arrangements from the dimension of 
discourses provides a clear perspective from which to study the empirical effects of changing ideas 
about governance and, in a more practical way, the role of changing and conflicting perceptions and 
values. This assertion illustrates that green city branding discourses impact UGI governance 
arrangements both at the on-the-ground level of exploring concrete policy problems and their 
causes and solutions as well as at the meta-level in terms of framing ideas about the relationships 
between state, market and civil society (Liefferink, 2006: 58). These effects are discussed initially 
within the specific cases and then are situated within a comparative governance perspective as it 
relates to UGI delivery and implementation. This discussion will focus on the inevitable tensions 
involved with entrepreneurial UGI governance arrangements. This thesis concludes by illuminating 
potential next steps for urban green space advocates and managers.    
Entrepreneurial UGI governance arrangements 
Rules of the game in the Danish case 
Seen from a governance arrangement perspective the Danish case (Paper I) demonstrates how 
diverging “rules of interaction” in entrepreneurial governing reflect deeper trends of state, market 
and society cooperation (Liefferink, 2006).  Results indicate that Danish municipalities are 
prioritizing entrepreneurial governance arrangements in urban development schemes but that 
discourses of urban sustainability and urban greening are largely excluded from this policy domain. 
In this regard the Danish cases are operating in a post-green or post-environmental policy domain 
whereby environmental crisis has not surfaced as a policy problem to the same extent as the 
literature suggests. Therefore UGI governance arrangements are not embedded in broader multi-
level environmental governance arrangements.  
Diverging rules of interaction in UGI governance arrangements  
These findings indicate several consequences of the current Danish municipal UGI governance 
arrangements: First of all, managers of green resources - environmental policies or biophysical 
assets - have not yet figured out how to position themselves in the political hierarchy to advocate 
for their green assets in municipal-wide governing strategies and therefore are unable to maneuver 
green space priorities onto the political agenda and into place brands. Randrup and Persson 
(2009:37) show that there is a lack of “strategic park management” in Nordic countries like 
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Denmark and that Nordic green space managers therefore have a limited focus on “long-term 
planning activities.” A deeper underlying implication of this finding is that municipal green space 
managers are unable to break into a closed co-governance arrangement championed by city leaders 
who prioritize coalitions with industry partners. Next, the findings also indicate that being “green” 
in any form is not seen by municipal place branding champions as a major competitive advantage. 
That is, if all municipalities see themselves as green – both in an environmental policy sense and in 
a physically green sense – why would either of those characteristics provide a so-called competitive 
identity? This finding is backed up by Krueger and Gibbs (2007: 1) who explain of contemporary 
urban governance, “it’s really quite difficult to find anyone who isn’t in favor of sustainability.”  
Ultimately the diverging “rules of interaction” in the entrepreneurial governing of Danish 
municipalities indicates a lack of prioritization on the part of municipal leaders in terms of political 
legitimacy for UGI investments. In an era of neoliberal urban governance, ideas that are not 
measured and ascribed a socio-economic value do not rise to the top and therefore are not 
championed or funded (Harvey, 1989). In this vein, green managers are now under pressure to re-
position their discursive power by identifying links between urban green spaces, economic growth, 
and innovation, to align UGI governance within an entrepreneurial governance arrangement that 
facilitates healthy environments for businesses and people. If the diverging rules of interaction 
continue unabated, the consequence of this trend could be a future with increased urban density and 
far fewer quality green spaces. 
Discursive power in Singapore 
Seen from a governance arrangements perspective, the Singapore case (paper II) reveals how long-
term green city branding schemes are used as a tool of “discursive power” to establish political 
legitimacy at home and abroad (Liefferink, 2006). Results show that Singapore effectively embeds 
its UGI governance arrangement in a multi-level and global entrepreneurial governance domain to 
establish regulatory power through the success of its green economic development policies. The 
entrepreneurial character of the UGI governance arrangement privileges certain biophysical and 
cultural landscapes over others, manufacturing a narrow and hierarchical arrangement of UGI 
governance. Throughout the three major shifts in Singapore’s green city visioning campaign, 
contested terms such as “green,” “natural” and “sustainable” illustrate power struggles between 
governmental regulators of UGI and environmentalists resulting in the disenfranchisement of 
environmentalists and invalidating pockets of local identity. Despite discursive indicators of 
potential shifts in governance modes over time in Singapore’s green city branding campaign, the 
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government ultimately maintains a hierarchical approach to UGI governance with small openings 
for closed co-governance.  
The commodification of public discourse in UGI governance arrangements 
Singapore’s extreme UGI governance arrangement reveals that green city brands can be used as 
“weapons of discursive power” (Liefferink, 2006) directly impacting the biophysical, social and 
political fabric of a city in an uneven manner and point to broader lessons about the outcomes of 
entrepreneurial approaches to urban greening through green city imaging and branding campaigns. 
One obvious consequence of this pattern is decreased local biodiversity as cement super trees are 
prioritized over wetlands. Singapore’s green image was founded in the production, distribution, and 
exchange of biophysical green resources (Smith, 1984) in order to boost economic prosperity and 
modify a third world into a first world landscape. In this sense, the biophysical landscape of 
Singapore became a means of profit accumulation whereby landscapes with low economic value 
were replaced with landscapes that literally could pay the rent (Smith, 2007). As experts look to 
Singapore as a model green city, more communities might choose green city images with high-
earning tourism-based biophysical landscapes over lower-earning less-entertaining landscapes. A 
second consequence is that cleaning and greening in Singapore has come at the cost not only of 
biodiversity but also the public celebration of ethnic, cultural and political diversity. City imaging 
campaigns function not only to unite communities in a shared vision but also serve to alienate and 
eliminate identities of local authenticity that do not align with that vision. Green city visions such as 
Singapore’s are a promise of a better quality of life, sustainable development and an increased 
competitive advantage, but these promises might not be equally available to all citizens of the 
community (Govers and Go, 2003). Perhaps the most poignant lesson we can learn from 
Singapore’s green city experience is the consequence of prioritizing effectiveness and efficiency 
above all other goals in UGI governance arrangements. What is green, what is natural, what is 
sustainable is actively and selectively defined through the commodification and marketization of 
Singapore’s green resources. Aroncyzk and Powers (2010) remind us that to fully understand the 
role of brands and branding in public life we must look beyond the “marketization of institutional 
practices” to the “commodification of public discourse itself.” While the brand’s reputation might 
be important to its users, it is the owners of the brand that accrue the economic value of the product 
and therefore actively control and limit the social and political potential for participation in the 
creation of the brand (Aroncyzk and Powers, 2010). Singapore’s City in a Garden brand 
manufactures and maintains one variety of green governance.  
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Green growth advocacy coalitions in the European Green Capital Award (EGCA) 
Seen from a governance arrangements approach, the EGCA results (Paper III) provide a clear 
vantage point from which to study the concrete policy conflicts associated with changing ideas 
about the role of “green” within EU UGI governance arrangements (Liefferink, 2006). But these 
results also frame ideas about the changing relationship between state, market and civil society in 
EU environmental governance (Ibid).  
Ambiguous and under prioritized UGI delivery 
As winning cities perform to EGCA best practices they are establishing networks or advocacy 
coalitions based on the norms and values of eco-efficiency, thereby developing and 
institutionalizing the prioritization of certain typologies of UGI over others. The prioritization of 
sustainably-engineered UGI (Type 2) over biophysically green UGI (Type 1) manifests in a narrow 
and mono-functional UGI governance arrangement falling short of overarching EU policy goals of 
supporting sustainable development in all EU directives and communications as well as 
mainstreaming green infrastructure principles as laid out in the 2006 EU sustainable development 
directive and the 2013 EU Green Infrastructure Strategy (Paper III). The most recent evolution of 
the EU’s environmental policy discourse places the delivery and management of biophysical urban 
resources in an ambiguous and under prioritized position. 
Reconfiguring UGI governance arrangements 
These shifts in the steering of the delivery and management of UGI in the EGCA over time can be 
contextualized within the EU’s multi-level environmental governance arrangement (Arnouts et al., 
2012). Whereas the self-steering delivery of UGI over time by cities constitutes shifts in the urban 
environmental sustainability policy domain, the dominant trend towards eco-efficiency and green 
growth indicates an overall entrepreneurial shift in EU UGI and environmental governance 
arrangements. The reverberations of the financial crisis are easily detected in the EGCA winning 
city discourses, as nearly all of the cities rally around the green promise of eco-innovation and 
sustainable growth. In this sense they are establishing precedence in urban sustainability 
performance, setting a discourse about how a successful European city should implement and 
manage UGI, including which aspects of UGI should be prioritized over others (Torfing et al., 
2012). In this shift Europe’s greenest cities are challenging one of the core principles of a green 
infrastructure approach to urban planning and management by largely excluding biophysically 
green resources in their delivery of UGI. Green growth advocacy coalitions are reconfiguring EU 
UGI governance arrangements, moving towards an exclusive co-governance arrangement.   
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Varieties of entrepreneurial UGI governance arrangements 
Viewed in a comparative perspective, the cases paint a picture of broader trends in the impact of 
green city branding as a discourse on UGI governance arrangements at the city and transnational 
level. Table 3 illustrates relevant impacts of green city branding on UGI arrangements in a 
comparative perspective relating to concrete policy problems, their causes and solutions as well as 
drawing conclusions about overall UGI governance trends.  
Table 3: Broader trends in the impact of green city branding on of UGI governance arrangements 
 Denmark Singapore EGCA 
UGI governance 
arrangement 
Closed co-
governance 
Hierarchical Open co-
governance 
Impact of green 
city branding on 
UGI governance 
arrangement 
UGI governance 
arrangement 
largely excluded 
from place brands 
Extreme 
entrepreneurial 
configuration of 
UGI governance 
arrangement  
Entrepreneurial 
shift in 
configuration of 
UGI governance 
arrangement 
Shift in UGI 
governance mode 
No Slightly, towards 
closed co-
governance 
Yes, towards 
exclusive co-
governance 
Consequences 1) Under 
prioritization of 
UGI 
2) Urban green 
spaces under threat 
1) Prioritization of 
high-earning 
landscapes 
2) Narrow vision of 
community identity 
3) 
Commodification 
of public discourse 
1) Biophysical UGI 
under prioritized   
2) Sustainably-
engineered UGI 
prioritized  
3) Formation of 
“green growth” 
advocacy coalitions 
Application to 
urban green space 
management 
Rules of the game Discursive power Advocacy 
coalitions 
Green space 
managers under 
pressure to link 
UGI to relevant 
entrepreneurial 
themes, i.e. health 
and economy 
Consideration 
needed towards 
who/what  benefits 
and loses in 
entrepreneurial 
approaches to 
landscape 
management  
Attention to norms 
and causal values 
championed by 
governance 
network 
	
	
Trends in urban entrepreneurialism and the greening of the built environment  
Green city amenities 
Falling in line with the literature on entrepreneurial urban greening, green city brands as discourses 
of green growth, assist overall in prioritizing the implementation of UGI (McKendry and Janos, 
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2015). Both the Singapore case (Paper II) and the EGCA case (Paper III) show how green city 
brands work as discursive tools to promote and deliver UGI in the name of urban sustainability and 
eco-efficiency, linking urban green resources to broader societal agendas, strengthening and 
managing perceptions of their cities (Middleton, 2011). Singapore not only has a reputation as 
Asia’s garden city, but delivers actual physical results demonstrating that extensive and 
sophisticated urban greening measures are possible and go hand in hand with urban density and 
economic growth (Tan, 2013). The European Commission boasts that winning EGCA cities 
experience a host of benefits as a result of their green infrastructure such as an increase in new 
“green” jobs, environmental political capacity as well as public financing for green projects 
(EGCA, 2015). The EGCA branding scheme activates winning cities to form a governance network 
or advocacy coalition and empowers these exemplary green cities to steer and develop, as a 
network, UGI implementation in the EU. Environmental governance experts suggest that locally-
sourced and horizontally-governed solutions are an important element in addressing complex urban 
environmental issues such as climate-change adaptation and UGI delivery (Zuidema and De Roo, 
2009; Kern, 2014; Wurzel et al, 2013). Seen from a normative perspective of elevating the political 
status of UGI, green city brands impact UGI governance in a positive way, lifting overall urban 
greening objectives in discursive framework of green economic growth, health and quality of life 
(Janos and McKendry, 2014 
The commodification and marketization of green resources 
However, it is the very entrepreneurial orientation of these green city brands that raises questions 
both about its ability to deliver a multifunctional UGI network but also their efficacy as a catalyst 
for locally-sourced and horizontally-governed solutions to complex urban environmental issues. 
Drawing on the case of Singapore, it becomes evident that the entrepreneurial character of the UGI 
governance arrangement privileges certain biophysical landscapes and local identities over others. 
This arrangement has delivered a UGI network where biophysically green UGI has become a means 
of profit accumulation whereby landscapes with low economic value are replaced with landscapes 
that literally can pay the rent (Smith, 2007).  The consequence is that while Singapore has a world-
class UGI network, forest biodiversity and native marine life are in steep decline (Ng and Corlett, 
2001). Not only local biodiversity is threatened by Singapore’s entrepreneurial approach to UGI. 
Singapore’s prioritization of effectiveness and efficiency above all other UGI policy objectives has 
led to the commodification  and marketization of green resources and the green city brand discourse 
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that supports them. As a result, the social and political potential for participation in the creation of 
the brand is limited (Aroncyzk and Powers, 2010).  
Along these lines it is also important to call into question the green growth orientation of the EGCA 
branding scheme. Case analysis (Paper III) shows that the EGCA winning city advocacy coalition 
performs to EU standards based on eco-efficiency, economic growth and green jobs. These policy 
goals in turn support the disproportionate promotion of sustainably engineered aspects of UGI over 
biophysically green aspects of UGI in Europe’s greenest most environmentally sustainable cities. 
So that while some cities are promoting multi-functional and biophysically green networks of UGI, 
the majority of cities in the EGCA advocacy coalition are delivery bicycle infrastructure and carbon 
mitigation technology.  
Technocratic visions of eco-efficiency 
These results should not be surprising, however. Despite the EU’s progressive environmental policy 
reputation, major difficulties exist in implementing the transformative policy aims of sustainable 
development and green infrastructure planning principles in a multi-level governance system whose 
founding objectives are economic growth and energy security (Jordan and Adelle, 2013).  Since the 
1970s, the EU has gradually set global standards for environmental policy, shaping international 
and national environmental policy, most recently with a strong emphasis on sustainable 
development (Knill & Liefferink, 2007). However since the 2008 economic crisis, there has been a 
marked decline in high-level policy interest amongst European leaders in long-term, overarching 
policy objectives such as sustainable development (Pallemaerts, 2013:363). This trend is clearly 
represented in the Europe2020 growth strategy, released in 2010, effectively reducing the 
environmental dimension of sustainability to energy and resource efficiency. This low-carbon 
strategy shaping all current EU directives and communications relies on “an industrial policy for 
green growth” to aid the EU’s industrial base in overcoming the financial crisis and places no 
weight on the value of biophysical resources in providing natural capital (EU2020). It is telling that 
the term “sustainable development” does not appear once in the Europe2020 document, and that the 
word green is only used in association with the reductionist term “green growth” (Pallemaerts, 
2013). This trend supports the shift in EGCA UGI delivery overtime towards a narrow and 
technocratic vision of eco-efficiency and illustrates the limited capacity of a network-steering tool 
like the EGCA branding scheme to deliver locally-sourced solutions to urban environmental issues.  
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Maneuvering UGI into the entrepreneurial urban governance policy domain 
In this light, the Danish case provides a very interesting contrast to the Singapore and the EGCA 
cases demonstrating the potential political consequences of not linking UGI to relevant 
entrepreneurial themes such as economy, health and quality of life. While Danish municipal leaders 
subscribe to an entrepreneurial framework in transformations of the built environment, urban green 
space managers have not been successful at entering this policy domain. Case study results do not 
indicate that Danish UGI is currently in crisis but recent studies have underlined the impact of 
declining municipal budgets on the amount and quality of urban green spaces (Randrup and 
Persson, 2009; Cvejić, et al., 2015). The picture painted here is a bit too clean. Larger cities such as 
Copenhagen and Aarhus under pressure from increasing rainfall and a rapidly changing climate are 
actively working to integrate their UGI into broader entrepreneurial strategies with mixed success 
(Olafsson, et al., 2015). Given the dominant entrepreneurial discourse in Danish municipalities 
coupled with government initiatives to spur New Public Management reforms focused on the 
efficient use of public resources, the majority of green space managers in Denmark are not 
positioned well to maneuver UGI into the entrepreneurial urban governance policy domain 
(Torfing, 2008). 
Contested visions of green 
Green urban entrepreneurialism represented by green city branding promotes economic 
development and city competitiveness but unlike urban entrepreneurialism, when done right, it 
promises to integrate citizens into the process of environmental problem solving (Krueger and 
Gibbs, 2007). Urban leaders, such as EGCA city leaders, claim that greening efforts provide 
environmental amenities, heightened quality of life for all as well as green jobs even for those 
displaced and unemployed following processes of deindustrialization (McKendry and Janos , 2014; 
EGCA, 2015). Urban leaders thus promote a “win-win” discourse in green city branding whereby 
every benefits from a city’s green profile (Krueger and Gibbs, 2007) This dimension of green city 
branding is strengthened by the heartfelt commitment demonstrated by urban leaders for 
environmental protection and grass-roots towards environmental sustainability (Ibid:48, Campbell, 
2014.  
Despite the universal promises made by green city branding schemes, urban greening campaigns 
have been met with resistance by growing concerns that greening efforts might worsen 
gentrification, driving poorer and middle class residents out of the city as newly greened urban real 
estate prices rise (Larner, 2006; Jonas and While, 2007; McKendry and Janos , 2014). The problem 
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of “environmental gentrification” (Checker, 2011) whereby urban sustainability movements 
inadvertently displace lower income communities, raises the extent to which city greening is 
embedded in the broader processes of neoliberal urbanism (McKendry and Janos , 2014:48). 
Heynen et al. (2006) raise another contention with the green city which is the uneven distribution of 
urban green spaces across socio-economic divides. What is revealed in these contested visions of 
urban greening are a collision of two discourses, two visions for a greener city, as attempts to create 
a green and sustainable economy are met with challenges of community resistance to potential 
displacement and the limitations of green jobs as a driver of economic growth (Liefferink, 2006; 
McKendry and Janos , 2014). In theoretical terms what this tension reveals is that the green social 
justice discourse at the policy-specific level is potentially incompatible with the governance-level 
discourse of green urban entrepreneurialism and urban greening. Liefferink (2006) suggests that this 
tension will most likely not be resolved and could lead to escalating tensions and or immobility in 
the urban greening movement. 
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Conclusions and perspective 
 
The study has been directed by the main hypothesis that green city branding schemes 
conceptualized as discourses of green growth impact the complex rules of the game, power 
allocation and advocacy coalitions that in part comprise UGI governance arrangements.  
As cities are sites of global environmental governance, urban sustainability narratives presented in 
green city brands are a bi-product of global neoliberal discourses and will therefore present 
selective images of a community’s social and green character. Thus it is assumed that incorporating 
elements of UGI, such as forests, parks and open spaces, into broader green city branding 
campaigns is one method of prioritizing access to and quality of nature in urban centers, but that the 
cultural and biophysical authenticity of these branded landscapes will be contested. 
Analysis from three diverse case studies exploring the impact of green city branding of UGI 
governance arrangements has supported the claims made in this hypothesis. These findings then beg 
the question regarding the relevance of this study. The initial argument of this thesis focused on the 
lack of attention in green city brands given to the biophysically green elements of UGI. 
Biophysically green UGI is shown to deliver a host of ecosystem and cultural ecosystem services 
providing quality of life and mental health relief to urban citizens (Jim, 2004; Plieninger et al., 
2015). Additionally biophysically green UGI is tied into entrepreneurial urban greening schemes 
and the production of green capital in the name of environmental sustainability (McKendry and 
Janos, 2015).  The aim of this thesis then has been to gain a better understanding of how elements 
of biophysically green UGI, such as parks, forests, and open spaces, are currently incorporated into 
and impacted by place branding, and particularly green city branding campaigns at the city level 
and beyond. In this pursuit, this thesis has aimed to analyze and critique the relationship between 
green city branding as a discourse of green growth and the complex rules of the game, power 
allocation and advocacy coalitions that in part make up UGI governance arrangements. Falling in 
line with the pragmatic epistemological orientation of this thesis it is therefore necessary to translate 
the findings of this thesis into policy-relevant practices to understand how urban green space 
managers might move forward in the green entrepreneurial policy realm. Urban forestry literature 
also calls for such as reflection striking a balance between technical expert knowledge and lay and 
local knowledge within urban forestry governance (Lawrence et al., 2013).  
In this light it is then relevant to acknowledge that UGI governance arrangements are significant at 
a policy-making level as well as at the local site level where citizens interact with their surrounding 
environment (Molin, 2014). Local urban green spaces are increasingly important for the quality of 
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life of urban inhabitants and their contribution to human health and the development of local 
identity has been widely documented (Konijnendijk et al., 2013). Having access to meaningful 
places is crucial for the quality of life of urban citizens (Beatley, 2005; Molin, 2014: 13). 
Connecting citizens with their local urban green spaces can provide such environments not in the 
least because of the potential for “place making” or the development of psychological and 
emotional bonds with a well-known place (Cheng et al., 2003; Beatley, 2005). Place making is also 
relevant to urban green space management as place making is one method of connecting citizens 
with on-site maintenance and stewardship (Molin, 2014). While urban green spaces traditionally 
have been owned and managed by the public sector, complex changes in urban governance 
processes have introduced free-market forces and civil society actors as co-managers of urban green 
spaces (Dempsey et al., 2014). Molin (2014) calls on green space managers to encourage the 
involvement of citizens in the day to day management of urban green spaces as volunteers and 
friends groups in a management approach she deems, “place-based governance.” A place-based 
governance approach to governance in urban green space management supports citizens’ 
commitment and close ties to their environment while also integrating the human dimension of 
place with the physical management of space (Ibid).   
Extending the concept of place-based governance to the entrepreneurial governance of UGI 
introduces a new and more pragmatic dimension to UGI governance arrangements. In this light, 
urban green space managers should be encouraged to engage not only in strategic decision making 
at the entrepreneurial urban governance level but to also work strategically with engaging citizens at 
the local park management level in green place marketing. Integrating UGI into green city brands 
might be one approach to prioritizing urban nature but it is a heavily contested strategy with serious 
social and ecological consequences. However, seen through the lens of place-making, place 
branding becomes more than a promotional or marketing tool to gain a competitive advantage 
(Middleton, 2011), rather it takes on a much more clearly defined human and emotional dimension 
tapping into the concept of place. Place as opposed to space, feels familiar to us, and is defined by 
the developed emotional and psychological bonds human beings have to a location they know well 
and claim as their own (Tuan, 1977; Cheng et al., 2003). Place branding links naturally to place 
making as it is an act of imagining a place through the lens of historical, political and cultural 
discourses (Morgan and Pritchard, 1998; Pritchard and Morgan, 2001). By framing and presenting 
selective images of local authenticity, place brands affirm and reproduce an understanding of local 
identity both for insiders and outsiders (Gulsrud et al., 2013). Building on this sense of belonging, 
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green place branding could become a way of encouraging citizens to actively partake in urban 
greening place making campaigns such as maintenance or tree planting activities. Such an approach 
would fulfill not only practical site-based management but could also elevate the status of a park by 
creating a brand of unique local identity not only in relation to biodiversity and landscape attributes 
but also in regards to cultural and socio-economic identifiers of the neighborhood. Place branding is 
an agenda setting tool establishing political and cultural norms as place brands can influence 
decision making power and thereby resource allocation (Govers and Go, 2003). A consequence of 
locally-driven green place making might be that ideas of local authenticity are included in the place 
imaging process and thereby included in broader higher-level decision making processes.  
Place branding through green space offers new opportunities for green space management. As green 
space planners and managers discover how to connect their management goals to broader green-city 
agendas through the engagement of citizens there is great potential to sustainably elevate the agenda 
of urban green space from the operational to the strategic level. These broader social concerns 
include issues such as lifestyle changes (and health challenges), social cohesion, and climate 
change.  
Branding green spaces through local place branding initiatives can improve local (green space) 
governance, as it has the potential to unite various stakeholders within a city around a common 
strategic vision not only for the city’s future but also for the future of a city’s urban green space. 
The visioning and branding process can have powerful internal impacts, orienting and motivating 
city management around an end goal (Ooi, 2011). A locally-driven placed-based green space 
branding and marketing campaign can engage local residents, entrepreneurs, and businesses in the 
strategic visioning process thereby prioritizing local needs.  
If these efforts succeed, green space management can move up on the ladder of political and public 
attention, being taken seriously as an integral element of UGI. Locally-driven place branding can 
also help in building relationships with a series of new users, such as ethnic minorities and children. 
Local communities can have (or develop) a very strong attachment to their local park or nature area 
(Konijnendijk, 2008). With those and existing users, long-term relationships can be established that 
reflect the ideas behind place making and place-based governance. Urban green space and forests 
are about place, about special and sometimes mystic experiences; they are associated with a wide 
range of symbolic and emotional values.  
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Critical reflections  
 
Upon reflection, there are many ways in which this thesis could be improved and redone. Based on 
the above-mentioned policy recommendations, an ideal phase of the study would have focused on 
investigating green space place attachment in green city and place branding schemes. Such an 
undertaking would involve operationalizing the actors and coalitions dimension of the UGI 
governance arrangement and would explore place making through stakeholder involvement and 
social inclusiveness in urban green space branding campaigns. Such a study would have an 
empirical design analyzing how urban green space branding is or is not working in practice in terms 
of achieving broader social integration and improved local governance today in Denmark and 
abroad.  
Additionally, it should be mentioned that the inductively derived results of this thesis point to the 
relevance of understanding the relationship between green city branding and UGI governance 
arrangements. However, due to the qualitative and exploratory nature of the findings in this study 
they can only be seen as indicators of potential explanations for the trends explored between 
discourse and the other dimensions of the governance arrangements approach tetrahedron. If this 
area were to be explored further it would be important to collect data over at least a 5 if not 10 year 
period of time to really understand the causal relationships between green city branding and UGI 
governance. In this sense, this thesis could be seen as a “prelude case” (Yin, 1994), or the first 
phase, in a multiple-case research study with focus on long-term policy learning regarding green 
city branding and UGI governance in green entrepreneurial cities.  
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City place branding, an entrepreneurial urban development scheme, aims to differentiate cities from
their national and international competitors based on strengths and competitive advantage. One such
strength is quality urban green space which has been shown to make cities more attractive and liveable
places, drawing people and investments to urban centres. Applying a place branding approach, this paper
presents the results of a surveyofDanishmunicipalities and their placebranding in termsof craftinggreen
city, or environmentally sustainable, profiles. Basedon survey responses frombothmunicipal green space
and communication staff, an overview is presented of the status of ‘green’municipal place branding, with
emphasis on branding through green spaces such as parks. Findings show that green concepts such as
environmentally sustainable policies as well as biophysical assets such as green spaces are not in focus in
municipal place branding campaigns. Moreover, survey results demonstrate that creative professionals
and local citizens are the main focus of those municipalities that are branding. There is great potential
to emphasize green spaces in municipal placing branding campaigns building on partnerships with the
private sector and citizen volunteers.
© 2013 Elsevier GmbH. All rights reserved.
Introduction
Background
From Sydney, Australia’s “Sustainable Sydney 2030” campaign,
to Vancouver, Canada’s “Greenest City 2020” vision, green city
brands have become a global tool for municipal leaders to promise
a better quality of life, promote sustainable development, and
increase their competitive advantage. In Europe, various ‘green
city’ schemes and rankings exist. Among these is Europe’s Green
Capital Award, granted by the European Union on an annual base
(European Green Capital Award, 2012). These green city brands
provide a vision of health and resilience for current citizens while
also attracting innovative potential residents and businesses to
address the environmental problems of the future.
Denmark has long profiled itself as a leader in sustainable
solutions within energy, climate adaptation, and environment. Its
capital city Copenhagen has been leading the way, calling itself
the eco-metropole and aims to be the first carbon-neutral capi-
tal city in the world (Copenhagen Climate Plan, 2012). Copenhagen
also is branded as “the city of cyclists” a reminder of its goal to
reduce carbon emissions by 20% between 2005 and 2015 (ibid).
Copenhagen even goes so far as to promote and export what a local
economic development group calls, “The Copenhagen Solution,” a
∗ Corresponding author. Tel.: +45 21865524.
E-mail address: nagu@life.ku.dk (N.M. Gulsrud).
bundle of tried and proven technical and policy-based solutions to
pressing urban environmental issues such as waste management,
air pollution, and public transportation.
In spite of the ambitions and successes of cities like Copen-
hagen, there is very limited comprehensive knowledge on the
‘green’ character of municipal place branding in Denmark, and the
role of urban biophysical assets such as green space in particular.
Understanding how green characteristics in Denmark are imaged,
specifically urban biophysical assets is important. Place brands
provide a framework for local citizens and visitors to experience
a place as well as an agenda for politicians to allocate resources.
Leaving biophysical assets out of the green place visioning agenda
excludes a critical source of unique community identity as well as
potential financial resources for green space managers from sus-
tainable urban development agendas. In a time of increasing urban
density and decreasing municipal budgets, green spaces and bio-
physical infrastructure will keep our cities liveable and therefore
should be a municipal priority. Secondly, entrepreneurial urban
decisionmaking is based on short-term political cycles not friendly
to the long-term timelinesneeded toplan for, establish andmanage
quality urban green spaces and biophysical assets. Effective place
branding schemes provide an opportunity to involve private and
citizen actors in themanagement andmaintenance of green spaces
thereby sustaining long-term stewardship of biophysical assets.
It is therefore important to the management and stewardship of
Danish municipal green spaces to understand how they are pos-
itioned on the political agenda. This present paper aims to fill this
knowledge gap.
1618-8667/$ – see front matter © 2013 Elsevier GmbH. All rights reserved.
http://dx.doi.org/10.1016/j.ufug.2013.03.001
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Theoretical framework
City competitiveness and entrepreneurial urban governance
An increasingly global economy has led to a fierce competi-
tion between cities at a national and international level. Changes
in the social and political global fabric have placed new pressures
on local economies, forcing urban governments to openly compete
for external resources. As cities have favoured outward-looking
economic development policies, the leadership and governance
of cities also has shifted taking on characteristics once distinc-
tive to the private sector (Hubbard, 1996). Risk-taking, inventive,
and profit-motivated urban governments have been called
“entrepreneurial” (Harvey, 1989; Hubbard and Hall, 1997). Richard
Florida (2008) has popularized the argument that entrepreneurial
cities are competing for three key economic factors: talent, innova-
tion, and creativity. Cities need to attract workers based on quality
of life and high wages in addition to businesses that can employ
them. The future of cities in a knowledge economy increasingly
depends on whether cities are attractive places for consumers and
their employers to live (Glaeser et al., 2001).
These issues arehighup theurbanpolitical agenda,whereurban
politics in many cities has turned towards urban governance, the
interplay between government decisionmakers and society in col-
lective projects (Pierre, 2011). City leaders now work closely with
public actors such as citizens and private players such as business
concerns to mobilize resources for public projects. This political
turn is a shift from the traditional top–down decision making pro-
cess to an acknowledgement by city leaders that effective and
economically competitive leadership demands collaboration with
both business leaders and citizens. Working closely with members
of the business community and private citizens, cities have sought
to craft innovative profiles in order to attract investment, talent,
and tourism.
Place branding and cities
One of the instruments that cities use to maintain a competi-
tive image is city branding. City branding falls under themarketing
concept of ‘place branding’, which takes the branding concept a
step further than branding products and services. Marketing and
branding campaigns, once the exclusive realm of the private sec-
tor, have gained popularity with entrepreneurial city governments
seeking to strengthen andmanage perceptions and images of their
city (Ashworth andKavaratzis, 2009). Cities aim to build on existing
factorsoropportunities suchasqualityof life, entrepreneurial inno-
vation, and landscape to strengthen their image if it is apositiveone,
or create a new image if it is a negative one (Middleton, 2011). For
example cities suchasVancouver, CanadaandMelbourne,Australia
vie annually for the prize of “most liveable city,” a title granted
by business- and lifestyle-oriented publications ranking interna-
tional cities based on safety, health, and environmental measures
(Rogerson, 1999; The Economist, 2011). A high liveability ranking
serves as a proxy for an internationally business-friendly city and
thus attracts new global commerce and can boost local pride in a
city’s reputation. Cities suffering from severe economic downturn
or a decaying urban centre turn to place branding as an exercise
in community visioning and political manoeuvring. Glasgow, Scot-
land, gave itself a new slogan, “Scotland with Style,” to make clear
to visitors and residents alike that the local economy had shifted
from an industry- to a knowledge – based-one bringingwith it chic
architecture andnewbuildings to theurbancoreaswell asnew jobs
and the income that accompanies such economic growth (Mooney,
2004).
Place brands function not only as a marketing slogan but also
as a strategic political vision, shaping the framework in which
local citizens and visitors experience a place (Ooi, 2011). Place
branding is a form of imagemaking, a process steeped in historical,
political and cultural discourses (Morgan and Pritchard, 1998;
Pritchard and Morgan, 2001). The experiences offered in urban
environments are diverse as are the internal and external audi-
ences. Managing the heterogeneous place brands and sub-brands
therefore is one of the instruments city leaders and munici-
pal employees wield when steering the place visioning process
(Moilanen and Rainisto, 2009). By framing and presenting selective
images of local authenticity, place brands affirm and reproduce
an understanding of local identity both for insiders and outsiders.
One consequence of place branding is that some ideas of local
authenticity are left out of the image making process (Govers and
Go, 2003). The exclusion of certain aspects of community identity
in place brands can influence decision making power and thereby
resource allocation (ibid). In this sense, place branding is an agenda
setting tool establishing political and cultural norms.
Green city branding
One current articulation of city branding, in line with the
increased focus on sustainable development, is the “green” city
or environmentally-sustainable city brand. The word green, when
used in a marketing sense, encompasses both an environmen-
tal policy and biophysical dimension. The environmental policy
dimension of green addresses issues of sustainable urban devel-
opment through a concern for pollution control, reduced carbon
dioxide output and limited resource consumption (Kahn, 2006).
The biophysical dimension of green celebrates the green space
component of cities, highlighting the important role of urban vege-
tation in securing a high quality of life (Beatley, 2011). Thus a green
city brand canbe related to a vision for (1) increasedurban environ-
mental political oversight, an ambition to (2) focus on and develop
urban biophysical qualities, or (3) both aspects combined in order
to achieve a market advantage.
Copenhagen’s recent success in transforming the city from a
former industrial harbour to a modern and clean urban centre
has in itself become a brand. The city has expansive urban green
spaces and has expressed the ambition to have an accessible
green structure of internationally leading standard (HUR, 2005;
Copenhagen, 2012). But the city’s present ‘green city’ campaigns
have a somewhat different focus: carbon neutrality and cycling.
In 2009, Copenhagen was named the greenest city in Europe by
the Economist Intelligence Unit based on its ambitious goal to
become carbon neutral and the innovative energy-saving tech-
niques applied by the city, but green spaces in Copenhagen were
not mentioned in this award (EIU, 2009). Copenhagen recently
was named the European Green Capital for 2014 by the Euro-
pean Commission on Environment based on its ambitious green
economic development scheme focused on public-private partner-
ships (Copenhagen, 2012).
While Copenhagen’s ambitions encompass the idea of environ-
mentally sustainable policy and the local landscape and natural
features are referred to in its green city campaigns, the specific role
of biophysical assets such as urban green spaces in the forms of
urban parks and forests in the “green” campaigns is often unclear.
Urban green spaces are defined here as the “woody and non-woody
vegetation” in urban areas but this definition also refers to vege-
tative elements of buildings such as green walls and roofs, as well
as permeable urban infrastructure such as vegetative storm water
catchment areas (Randrup et al., 2005).
There is underused potential here, as local communities can
have (or develop) very strong attachment to ‘their’ local park
or nature area (e.g. Jones and Cloke, 2002; Peters et al., 2010).
Florida (2008) identified ‘place’ as a key determinant for people’s
happiness and success, with the creative class being attracted to a
city with high quality living environments that include good parks
and public areas. Green spaces have been found to offer important
public spaces acting as social meeting points for the city’s different
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resident groups across ages, gender, ethnicity and income
(Chiesura, 2004; Seeland et al., 2009; Peters et al., 2010). More-
over, local green spaces have been found to attract tourists, as
well as businesses (e.g. Majumdar et al., 2012), to promote health
and wellbeing (e.g. Korpela et al., 2001), and to reduce crime rates
(Kuo and Sullivan, 2001). Thus findings point at green spaces
contributing to social cohesion and generally to a better quality
of life, something which also was stressed in a recent European
project on competitive city regions and vital landscapes (SAUL,
2006). Community character and quality of life are major themes
that play out in place branding schemes shaping political agendas
and strategies. The political value of green spaces is then put into
question when green spaces and biophysical assets are placed on
the periphery of the place brand.
Hypothesis
The aim of this paper is to fill the current knowledge gap
regarding the character of green municipal place brands in
Denmark, specifically the role of urban green spaces and bio-
physical assets. In the present study, we hypothesize that “green”
branding is happening in Denmark at the municipal level but that
biophysical assets such as green spaces do not play a major role
in these place profiles. To guide our research we formulated the
following research questions regarding the overall status of green
space branding in Denmark: (1) how are Danish municipalities
branding themselves and what are the driving forces behind these
branding campaigns? (2)what are the green components ofmunic-
ipal place brands and are biophysical assets such as green spaces
included under the green place brand umbrella?
Methods
The studyapplied amixedmethods approach inorder to capture
a broad overview of place branding activities in Denmark through
a quantitative online survey followed by a qualitative case study of
three geographically diverse municipalities.
First an on-line survey of green space and branding employ-
ees in all 98 Danish municipalities was conducted during April and
May 2011. Danish municipalities often comprise one and some-
times more ‘centre cities’, with surrounding towns, villages and
countryside. Only in very few cases aremunicipalities purely urban
(as in the case of Copenhagen or Frederiksberg). The survey con-
cerned three thematic groups of questions: (1) general municipal
branding, (2) environmentally sustainablemunicipal branding, and
(3) municipal branding that intentionally integrates green spaces
into the municipal brand. Key survey questions are provided in
Table 1. Definitions for each branding scheme were provided in
the survey as shown in Fig. 1. In addition, environmentally sustain-
able municipal branding was defined in the survey as “schemes
involving waste reduction, CO2 mitigation, pollution control, and
habitat restoration.” Green spaces were defined in the survey as
“large ormany areas of parks,woodlands, farmland, gardens, coast-
line, and wetland.” Specific emphasis was given to understanding
key elements of the brand (i.e. recreation, tourism, culture), the
driving force for implementing the brand aswell as themain target
groups of the brand.
The survey was sent to one green space manager and one
branding or communications manager in each Danish municipal-
ity. Approaching these two different city officials was done to
obtain an understanding of overall city branding while also giving
specific attention to how ‘green’ components, such as environ-
mental sustainability measures as well as biophysical assets such
as parks, feature in municipal place brands. Respondents were
selected based on their active involvement in city and or green
space branding in addition to their position within the department
in the municipality. Preference was given to departmental direc-
tors and managers, but these employees were allowed to pass the
questionnaire on to colleagues. Respondents were given 30 days to
return the survey and two reminders to fill out the survey.
Of the 98municipalities in Denmark, 79 (81%) responded by the
closing date of the survey in May 2011. In 26 municipalities, both
the green space and the branding and communications manager
replied. In 31municipalities, only green spacemanagers responded
to the survey, while in 22municipalities, only branding or commu-
nications managers replied.
Survey data was analyzed using SPSS. The responses of the
26 municipalities with two respondents were weighted in order
to reduce the power of double responses in the overall sample.
This paper does not explore the differences between the groups
of respondents.
A two-step factor analysis was used to discover patterns in
the data. Principal Components Analysis was selected in order to
express two or more variables by using a single factor. According
to Hill and Lewicki (2006) we used the Kaiser Criterion retaining
eigen values greater than 1. The factor analysis was done to iden-
tify brand factors or trends among respondents in regard to their
responses to specific place branding elements such as municipal
brands, the driving forces behind the municipal brands, and green
space brands. Brand factors are specific place branding clusters
grouped together as a result of their correlation in the factor anal-
ysis. This analysis was selected in order to reduce the number of
variables within these key elements and detect latent relation-
ships between variables as respondents were allowed to choose
an unlimited number of brand elements in the survey due to the
diverse and multi-faceted nature of place brands.
The first factor analysis was conducted on all of the variables
corresponding to the responses within questions pertaining to
municipal brands, the driving forces behind the municipal brands,
and green space brands. Each componentwith an eigen value above
Table 1
Key questions covered in the survey of green branding in Danish municipalities.
Question theme Question Question type
Overall city image Does your municipality consider itself green? (please choose one answer) Multiple choice
Official municipal brand Does your municipality have a city/municipal branding strategy? Yes/no
What are the key elements of the main city/municipal brand? (please choose one
or more answers)
Multiple choice
Driving force behind municipal brand What was the driving force for implementing the city/municipal brand? (please
choose one or more answers)
Multiple choice
Green brand Are green initiatives prioritized in the overall city/municipal branding strategy?
(e.g. renewable energy, pollution control, habitat protection, and green spaces)
(please choose one answer)
Multiple choice
Physical green space brand Does the city/municipal brand include physical green areas? (e.g. parks, gardens,
cemetaries, sports fields, forests, farmland, wetland, rivers and lakes, coastline)
Yes/no
Are green spaces being branded separately from the city/municipal brand as
independent entities? (e.g. parks, cemetaries, woodlands, and trees)
Yes/no
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Fig. 1. Three main branding types covered in the survey of green branding in Danish Municipalities. (For interpretation of the references to colour in this figure legend, the
reader is referred to the web version of this article.)
one was labelled according to the theme of the items loading high-
est in that component. The second step of the factor analysis was
a series of factor analysis designed to create a measure of each of
the dominant themes identified in the first step. Dominant items
were entered into the analysis with the intent of creating a single
measure that would then represent a single dominant theme.
In order toprovide adescriptiveoverviewof theuseof keybrand
elements among municipalities, the average number of users in
each brand factor group was tallied. This also ranked the order of
the use of each brand factor group among municipalities.
In June 2011, following the completion of the online study,
three geographically diverse municipalities were contacted to gain
a more in-depth understanding of place marketing decisions of
local authorities including trends identified in the survey results.
Municipalities were chosen based on their participation in the sur-
vey, their willingness to participate in a case study in addition to
their place branding strategy, geographical location and popula-
tiondensity.Onemunicipality, Frederiksberg,was selectedbecause
they actively coordinate biophysical assets such as green spaces
into their place brand while qualifying as the most densely popu-
lated municipality in Denmark. Odense, the third most populated
municipality in the country, was chosen because they do not have
a green brand and do not officially integrate green spaces into their
place brand. Ringkøbing-skjern, a low-density rural municipality,
was selected because they have a green place brand with a strong
emphasis on environmental sustainability and biophysical assets.
Unfortunately it was not possible to interview amunicipalitywith-
out a place brand as all municipalities without place brands in the
survey declined future contact. Face to face interviews were con-
ducted with two out of the three municipal respondents to the
survey (Frederiksberg and Odense). Municipal respondents from
the third municipality were unable to conduct a face to face or
phone interview but instead supplied supplemental information
via email (Ringkøbing-skjern). Key municipal characteristics are
provided in Table 2.
Case study interviews concerned the four thematic groups of
questions from the online survey (see Table 1), in addition to new
thematic questions meant to probe further into results from the
on-line survey: (1) the impact of municipal brands: how is the
brand impacting municipal planning? (2) engagement of exter-
nal partners: how does the brand engage external partners (public,
private, citizens)?, (3) coordination of municipal brands: how are
diversemunicipal brands coordinated?, (4) target groups ofmunic-
ipal brands: howdoes themunicipality’s place brand target specific
groups? Findings were analyzed qualitatively.
Results
Survey results
The status of place branding in Denmark
Danish municipalities are actively using place brands to pro-
mote themselves. Twenty-five out of 79 municipalities, or roughly
one thirdof respondents, report that theirmunicipalityhas abrand-
ing scheme, while 43 out of 79 municipalities, roughly one-half
of respondents, report that they do not have a branding scheme.
Respondents for 11 out of 79 municipalities (14%) reported that
they did not know.
Municipalities see themselves as “green” either environmen-
tally green or physically green. Twenty-five out of 79 (31%)
municipalities see themselves as physically greenwhile 4 out of 79
(5%) see themselves as environmentally green. Moreover, 48 out
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Table 2
Key characteristics of case study municipalities.
Municipality Location Population density
(people per km2)
Area (km2) Main brand Green profile
Frederiksberg Zealand 12,251 8.1 The Capital’s Green Heart Green place brand with an active focus on green spaces
Odense Funen 623 306 To play is to live No green place brand, no intentional integration of green
spaces into their place brand
Ringkøbing-skjern West Jutland 39 1469 Energi2020 Green place brand with an active focus on both
environmental sustainability and biophysical assets
of 79 (61%) see themselves as both physically and environmentally
green. The green image of amunicipality is exclusive of whether or
not the municipality actively promotes a green place brand. Only a
small number of municipalities – 8 out of 79 (10%) – reported hav-
ingaplacebrand thatprioritizes green initiatives suchas renewable
energy, pollution control, habitat protection, and green spaces.
Brand factors: municipal place brands
The 22 potential place branding key elements were reduced to
three brand factors with coherent place branding themes. These
themes were chosen from a factor analysis of the 22 place brand-
ing key elements measuring diverse aspects of municipal place
brands. The chosen brand factors are based on results of the fac-
tor analysis with an eigen value above 1 and a high percentage of
variance which indicated clear place brand themes. These 3 fac-
tors accounted for 54% of the total variance of all 22 place branding
key elements while the remaining factors did contain clear place
branding elements and each factor only accounted for a small part
of the total variance. The first factor was labelled “Health” due to
the high loading of the key elements: physical health, emotional
health, recreation, and local residents (Table 3). The second factor
was labelled “Innovation” due to the high loading of the key ele-
ments: education, business, and employment. The third factor was
coined “Active Living” due to the high loading of the key elements:
urban green and sport.
On average, the brand theme “Innovation” is the most widely
used place branding theme amongst responding municipalities
whereas “Active Living” is the least commonly used brand theme.
Driving force factors
Results show that municipalities are branding themselves in
order to attract new and existing residents in addition to tourists
and new industries. Out of 9 potential driving force key elements
for place brands, 2 brand factors were identified. The chosen brand
factors are based on results of the factor analysis with an eigen
value above 1 and a high percentage of variance which indicated
clear driving force themes. These 2 factors account for 44% of the
Table 3
Top brand factors in Danish municipal place brands.
Brand factors Health Innovation Active living
Eigen value 2231 2278 1693
% of variance 0.7437* 0.7593* 0.8465*
Key elements Loadings Innovation Active living
MB physical health 0.7666
MB emotional health 0.9063
MB recreation 0.7968
MB local residents 0.8440
MB education 0.8490
MB employment 0.8824
MB business opportunities 0.8824
MB urban green spaces 0.9201
MB sport 0.9201
Extraction method: Principal Component Analysis; MB, municipal brand.
* Percentage of variance explained for each individual factor analysis.
total variance while the remaining 7 factors each accounted only
for a small percentage of the variance. The first factor was labelled
“Creatives” due to the high loading of the key elements: indus-
try, residents, and tourism (Table 4). The second factor was given
the label “Sustainable Development” due to the high loading of the
variables: development, environment, and investment.
On average, the factor most widely cited as the driving force
behind place brands is “Creatives” whereas “sustainable develop-
ment” isnotas strongofaplacedriver.Attracting residents, tourists,
and new industry through place branding is almost twice as impor-
tant to municipalities as sustainable development.
Green space brand factors
Municipalities integrating biophysical assets such as green
spaces into their main municipal place brands do so to target resi-
dents, tourists, andmunicipal employees. Out of 10 potential green
space brand target key elements, 2 factors were identified based
on results of the factor analysis with an eigen value above 1 and a
high percentage of variance which indicated clear brand targeting
themes. These 2 factors accounted for 72.5% of the total variance
of all 10 green space brand target elements while the remaining
factors did contain clear elements and each factor only accounted
for a small part of the total variance. The first factor was labelled
“Residents and Tourists” due to the high loading of variables: exist-
ing residents, potential residents, tourists, recreation (Table 5). The
second factor was labelled “Municipality” due to the high loading
of variables: municipal employees and politicians.
Municipalities integrating green spaces into their main place
brands target these groups through methods of political strategy
and marketing. Out of 7 potential green space brand method vari-
ables, 2 factors were identified. These 2 factors accounted for 67.4%
of the total variance of all 7 physical green brandmethod elements
while the remaining factors did contain clear elements and each
factor only accounted for a small part of the total variance. The
first factor was given the label “Political Strategy” because of the
high loading of variables: vision, partnerships, communication, and
Table 4
Top driving force brand factors behind Danish municipal place brands.
Brand factors Creatives Sustainable
development
Eigen value 2327 2.32
% of variance 0.7756* 0.7733*
Key elements Loadings Sustainable
development
DF industries 0.8920
DF residents 0.8980
DF tourists 0.8510
DF wish to attract investors vision
for development
0.8810
DF environmental concerns 0.8850
DF wish to attract investors 0.8710
Extraction method: Principal Component Analysis; DF, driving force behind munic-
ipal brand.
* Percentage of variance explained for each individual factor analysis.
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Table 5
Top brand factors for physical green brand targets in Danishmunicipal place brands.
Brand factor Residents and tourists Politicians
Eigen value 3323 2.45
% of variance 0.8308* 0.6126*
Key elements Loadings Politicians
PGBT existing residents 0.9730
PGBT potential residents 0.9440
PGBT tourists 0.9150
PGBT recreational groups 0.8060
PGBT municipal employees 0.7230
PGBT politicians 0.8851
Extraction method: Principal Component Analysis; PGBT, physical green brand tar-
get.
* Percentage of variance explained for each individual factor analysis.
arrangements (Table6). The second factorwas labelled “Marketing”
because of the high loading of variables: web and tourism.
The target group factor most widely cited by municipalities as
their target for integrating green spaces in their main municipal
brands relates to residents and tourists. Municipalities are twice as
likely to target their municipal brands with a focus on green spaces
at residents and tourists as they are to targetmunicipal employees.
Case study results
The three case studies verifiedgeneral trends inmunicipal green
place branding as revealed by the survey and also assisted in gain-
ing further insight into place branding. The geographic variation
of the case study municipalities indicates that densely populated
municipalities such as Frederiksberg are not as heavily dependent
on place branding for economic development as rural municipal-
ities such as Ringkøbing-Skjern. Economic development through
place branding did not emerge as clearly from the case studies as
the survey results reflected. Instead the cases shed light on the role
of green place brands in providing a strategic framework for sus-
tainable urbandevelopmentwith an emphasis on quality of life and
health.
Frederiksberg’s place brand “The Capital’s Green Heart” func-
tions as a political framework, guidingmunicipal development and
vision. The brand generally is not used externally with citizens
because residents of Frederiksberg already are secure in their green
identity, having a tradition of combining high population density
with focus on green spaces such as grand parks and street trees. The
high quality of life and vibrancy that characterize the municipality
aremadepossible becauseof the elevatedpolitical status granted to
environmentally sustainable development and biophysical assets
in Frederiksberg’s place brand.
Table 6
Top brand factors for physical green brand methods in Danish municipal place
brands.
Brand Factor Political strategy Marketing
Eigen value 2778 2562
% of variance 0.6945* 0.6404*
Key elements Loadings Marketing
PGBM vision 0.7850
PGBM partnerships 0.8110
PGBM communication 0.8670
PGBM arrangements 0.8670
PGBM web 0.8730
PGBM tourist 0.8960
Extraction method: Principal Component Analysis; PGBM, physical green brand
methods.
* Percentage of variance explained for each individual factor analysis.
Odense’s place brand “to play is to live” is an attribute to their
most famous one-time resident, the 19th century fairytale author
H.C. Andersen. The brand does not actively integrate environmen-
tal policies or biophysical assets but it does place a strong emphasis
on quality of life and health. The head of green space management
does not think that physical green spaces such as parks and trees
are integrated into themunicipal brand. However, they domanage
the green spaces very strategically creating a physical green space
sub-brand by highlighting Odense’s biophysical assets in an inter-
national urban liveability competition. Additionally, urban green
spaces in Odense are managed to optimize quality of life and pub-
lic health outcomes such as reducing stress and increasing exercise
for citizens of all ages.
Ringkøbing-Skjern is a large and sparsely populated municipal-
ity in Western Jutland striving to increase residential population
and tourism revenue. Their place brands focused on sustainable
energy production and rural landscapes highlighting the aesthetic
and economic value of the biophysical assets in the municipality.
The place brands are well coordinated to target local citizens as
well as municipal employees and external partners in the private
and public sector. In this regard the place brands function both
as a marketing slogan as well as a framework for rural economic
development.
Discussion
Place branding in Danish municipalities
As hypothesized, Danish municipalities are actively profiling
themselves through place brands – although almost half of the
municipalities did not have a place brand. The theme of innovation
as highlighted by place brands related to education, employment
and business are the leading place profiles. Municipalities aremore
eager to attract the so called “creative class,” such as residents,
tourists and new industries through their place brands than profile
themselves for investments in sustainable development.
The status of place branding in Danish municipalities aligns
with trends in other Western cities, indicating that place com-
petition and thereby place branding is an increasingly popular
mode of urban economic and cultural revitalization (e.g. Anholt,
2009). Musterd and Murie (2010) argue the importance of devel-
oping a creative and knowledge-based economy to further the
urban economic development of European cities. Knowledge is
recognized by economists and geographers as a crucial element
of economic growth and innovation in addition to physical and
human capital such as investment and labour (Mueller, 2006).
Cities with established educational traditions are well placed to
foster creative and knowledge-based economies. The top Danish
municipal place brands – education, employment, and business –
follow this line of argumentation. Danish municipalities also are
branding themselves to attract residents and creative workers to
strengthen their knowledge-focused economies. The creative class,
or what economists refer to as highly educated workers, are drawn
to large clusters of economic activity that not only produce innova-
tive products and knowledge but also that offer jobs and attractive
environments in which to live (e.g. Florida, 2002, 2008).
Studies demonstrate that highly educated people are less and
less fettered by constraints on employment location and in turn
demand high-quality amenities such as quality services and con-
sumer goods, aesthetic physical settings, good public services, and
ease of mobility (Glaeser et al., 2001; Florida, 2002, 2008). Good
amenities such as quality places to practice sports, urban green
spaces and a reputation for healthfulness are important in terms of
attracting creative professionals. Danish municipalities are imag-
ing themselves as places with quality services and consumer goods
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as well as public services. Green brands and biophysical green
spaces, however, do not play a major role in these place brand
profiles.
The ‘green’ component of place branding in Danish municipalities
The majority of Danish municipalities do not image themselves
as an environmentally sustainable city and/or green space rich
city as hypothesized. While almost all municipalities see them-
selves as either physically green, environmentally green, or both,
only a small portion reported having a place brand that prioritizes
green initiatives such as renewable energy, pollution control, habi-
tat protection, and green spaces. Information from ICLEI – Local
Governments for Sustainability, an organization that promotes
local initiatives to environmental solutions in order to further
global environmental sustainability, reveals that only 5 Danish
municipalities (Albertslund, Ballerup, Aalborg, Copenhagen, Kold-
ing) are members (ICLEI, 2012). Only seven Danish municipalities
are members of Green cities, a network of cities established in
2000 to promote community-based solutions to large environmen-
tal problems (Green Cities, 2012). However, the case studies of
Frederiksberg and Ringkøbing-Skjern illustrate the value that com-
prehensive green brands can bring to municipalities in terms of
reputations for quality of life and health. There is social and eco-
nomic value in a green place brand as competitive places provide
prosperity and amenities for citizens.
As reflected in the Odense case study, the lack of ‘green (space)’
inplacebrandingcouldbea result ofmissedcommunicationoppor-
tunities or strategy oversights by municipal leaders and managers.
Themunicipal brand coordinator in Odense, located in themayor’s
office, didnot link the city’s placebrand focusedonplayfulnesswith
urban parks and forests. This decision purportedly deprioritized
the role of biophysical assets in the municipality’s urban develop-
ment agenda. Morgan and Pritchard (1998) explain organizational
interaction and communication around place identities occurs in
a hierarchical order of political relationships and as identity and
image often are linked to ideology, decision making processes can
be “hijacked” by political power struggles. These findings indi-
cate that managers of green resources – environmental policies or
biophysical assets – have not yet figured out how to position them-
selves in the political hierarchy to advocate for their green assets
in municipal-wide strategies.
The findings also could indicate that being “green” in any form
is not seen bymunicipal place branding champions as amajor com-
petitive advantage. That is, if all municipalities see themselves as
green – both in an environmental policy sense and in a physically
green sense – why would either of those characteristics provide a
so called competitive identity? Krueger andGibbs (2007) explain of
contemporary urban governance, “it’s really quite difficult to find
anyone who isn’t in favour of sustainability.”
These findings are relevant because what they point to is that
in an era of neoliberal urban governance, ideas that are not mea-
sured and ascribed a socio-economic value do not rise to the top
and therefore are not championed or funded. In this vein, green
place brands need to identify goals for economic growth and job
promotion that also facilitate healthy environments for businesses
and people. Environmental sustainable cities need tomove beyond
slogans and visions, providing socially inclusive planning and deci-
sion making processes that do not push the least fortunate out of
their homes in order to raise real estate prices in the name of being
green. Green place brands that do not specifically set targets and
operate within the neoliberal urban governance framework will
not likely be successful vehicles for sustainable economic devel-
opment. It is therefore important to make place branding more
specific and targeted, defining e.g. what ‘green’ and sustainable
mean and describe the socio-economic benefits associated with
these terms and images.
The ‘green space’ component of place branding by Danish
municipalities
As argued by Beatley (2011), green cities need to actually be
physically green or biophilic by actively integrating nature into
urban design and planning in order to call themselves green. He
reminds us that green spaces should not be an afterthought in the
sustainable city plan because urban nature has the potential not
only to stimulate us in terms of awe and wonder but also to truly
serve the health and wellness of its inhabitants.
However, findings from this study show that green spaces are
not prioritized in the political strategies and place brands of most
municipalities. Only very few municipalities include their green
spaces in their municipal place brands. Those municipalities that
do include green spaces target residents and tourists.
To exclude many parks and forests from the main municipal
brand would be to miss out on a critical element in how citizens
choosewhere to locateand live. Placebranding is apolitical strategy
based not only on place promotion but on place visioning as well.
Ooi (2011) notes that a place branding exercise is about shaping
the public’s perception of a place. It is an exercise in understand-
ing what a place is and thereby excluding elements of a place that
might not be marketable or simply do not fit into the market-
ing theme. It has been shown that places become more attractive
with integrated ecological features such as parks, green wedges,
and forests (Matsuoka and Kaplan, 2008; Ling and Dale, 2011), and
urban neighbourhoods with green space are universally preferred
by residents (Lee et al., 2008). In addition, a successful place brand
lays out a guide of a city thereby navigating local citizens and vis-
itors on how to “imagine and experience the place.” (Ooi, 2007,
2011). If place branding strategies are about shaping the public’s
and visitors’ perception of a place then it should be a priority for
municipalities to include green spaces in themainmunicipal brand
not only to support their reputations as healthy places with a good
quality of life but also to prioritize policies that make it realistic for
citizens to live an active and healthy life style.
Conclusion
The implications of entrepreneurial urban governance on green
space management
What these results point to is that the future of biophysical
green spaces in a neoliberal decision making context is currently
in question. Green municipal images are a strong indicator for
monitary and political investment in an environmentally and bio-
physically green future. Given the deprioritized status of green
brands and biophysical green spaces in Danish municipal place
brands, green space managers, urban planners and citizens alike
should be concerned. In an age of increasing urban density and
ever decreasing municipal budgets, green spaces and biophysical
infrastructure will help keep our cities liveable and should be a
municipal priority. As described, quality green spaces are gathering
places for neighbours, citizens and people of diverse backgrounds.
They also provide important health and economic benefits. In order
to advance this agenda, municipal leaders will need to be specific
about what the ‘green’ in green brands implies and tie the promo-
tionof green spaces andotherbiophysical assets to largermunicipal
goals advancing urban economic development.
Thedeeper underlying implication is thatmunicipal green space
managers are not working on a high strategic level or do not have
access to the strategic level and therefore are unable tomanoeuvre
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green space priorities onto the political agenda and into place
brands. Ultimately the consequence of this trend could be a future
with increased urban density and far fewer quality green spaces.
Future steps for green space managers
Results from this study can be applied in practice by taking steps
to ensure that green spaces are made into a more integral part
of city brands, contributing a physical, visual and multifunctional
component to ‘green.’ In order to advance this agenda, municipal
leaders and green space managers will need tie the promotion of
green spaces and other biophysical assets to larger municipal goals
advancing urban economic development. As green space planners
and managers discover how to connect their management goals to
broader green-marketing agendas there is great potential to ele-
vate the agenda of urban green space from the operational to the
strategic level. These broader social concerns include issues such
as global competitiveness, social cohesion, lifestyle changes (and
health challenges), and climate change.
Not all green marketing will provide sustainable results. While
green marketing achieves short term results the development of
quality green spaces is a long-term pursuit and one that takes
many years to establish. This time perspective does not correspond
to market demands, municipal budget forecasting, or the 4 year
election cycles of city politicians. This provides an opportunity for
green space managers to work strategically with partners such as
the private sector, non-profit foundations and citizen volunteers to
build up and sustain quality green spaces. Building coalitions and
partnerships through place branding is one such approach to this
challenge.
To ensure the longterm management and stewardship of qual-
ity green spaces in Danish municipalities and beyond future work
needs to be placed within a new political framework, one that
openly prioritizes economic development above most other social
concerns. Ultimately place branding is a mechanism of economic
development. Integrating quality green spaces intomunicipal place
brands and strategies is one suchway to promote andmaintain the
future of our green spaces.
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6 Manufacturing Green 
Consensus
Urban Greenspace Governance
in Singapore
Natalie Marie Gulsrud and Can-Seng Ooi
Introduction
Located in Southeast Asia, the densely populated island city state of Singapore 
is widely known as Asia’s Garden City. Since its bid for a post-colonial identity in
the 1960s, Singapore has actively envisioned itself as a clean and green garden 
city with the dual intent of “attracting foreign investment while also raising the
morale of its citizens” (Lee, 2000). The city’s green identity has served as a guiding
vision of the city’s development plan over the past five decades. Extensive urban
biophysical greening measures have ensured the beautification of the rapidly
urbanizing and industrializing infrastructure of the island while impressing and
attracting “first-world” investors with an orderly and resort-like atmosphere (Ooi,
1992; Lee, 1998; Tan et al., 2013). The recognition of Singapore’s green city vision
is reflected in citizens’ and visitors’ perceptions of Singapore as a Garden City, with
both groups ranking parks and greenery as one of the most important elements to
Singapore’s quality of life and as the number one thing that makes Singapore
special (Tan et al., 2013; Hui and Wan, 2003). The global business community has
eagerly praised Singapore’s green reputation, naming Singapore as Asia’s greenest
city in the Economist Intelligence Unit Asian Green City 2011 Index (EIU, 2011).
Singapore’s green growth track record has caused academics and proponents to
claim Singapore as a best practice case study in terms of green urbanism in Asia
and abroad (Newman, 2010; EIU, 2011; Tan et al., 2013). What started as a green
city vision in the 1960s is now a strongly established green city brand (Koh, 2011).
The success of the Garden City brand has not come without detractors. In 2012,
when Singapore opened its showcase Gardens by the Bay complex complete with
a vertical garden of “sustainable,” concrete, photovoltaic-lit, musical “supertrees”
covered in a colorful array of exotic plants and flowers (Figure 6.1), the Nature
Society of Singapore (the country’s leading nature conservancy group and cham-
pion of local biodiversity initiatives) challenged the National Parks Board to make
the park more natural (Koh, 2011).
And despite the city’s expansive vegetative cover encompassing over 56 per 
cent of Singapore’s landmass in biophysical green, the actual space allocated 
to residents for recreational purposes in the form of parks and open spaces is
lagging behind other global cities in Asia, Australia, Europe, and North America
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(Tan et al., 2013). The Nature Society’s objection to Singapore’s latest version of
urban greening—a keystone project as the city’s newest vision to become a “city
within a garden”—as well as the hard facts underlying the difficulty of providing
adequate greenspaces for residents in such a densely populated city, highlights the
contested claims of green city visions and place brands in general. Powerful terms
such as “natural,” “sustainable,” and “green” often represent diverging meanings
in a diverse urban context such as Singapore and underline the tension involved
with place identity-making.
Singapore’s long-standing green visioning efforts provide a fascinating longi-
tudinal study in the processes and outcomes of green place identity-making. An
analysis of the city’s green brand since the 1960s shows how key terms such as
“green” and “sustainable” have been applied in diverse and contradictory ways,
shifting and developing in line with political leadership and pressure from civil
society (Lee, 2000). The dueling visions of economic prosperity and social reform
encased in the city’s Garden City identity have often clashed, producing unexpected
results. This tension, however, should not be surprising. Urban political ecologists
have challenged the notion of the sustainable city, arguing that cities are defined
by urban and environmental processes that benefit some groups while negatively
impacting others. Seen from an urban political ecology perspective, Singapore’s
green city identity-making is a historical reflection of intricately interwoven socio-
environmental urban processes with serious political ramifications. And while
78 Natalie Marie Gulsrud and Can-Seng Ooi 
Figure 6.1 Supertree Grove by day. Gardens by the Bay, Singapore.
Source: Natalie Marie Gulsrud, 2012.
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Singapore has gained international renown for its green image, there is limited
critical analysis of the political and social construction of the city-state’s green
identity over time (see Neo, 2007).
This analysis of Singapore’s green city visioning project from the 1960s to the
present aims to uncover the historical trajectory and impacts of the city’s green
identity-making process as seen through an urban political ecology lens. The study
is directed by questions of which socio-environmental narratives are revealed in
the green visioning processes and who has benefited and lost in the act of green
identity-making.
Singapore Through an Urban Political Ecology Lens
As cities such as Singapore compete to differentiate themselves, many of them are
turning to marketing themselves and crafting green or environmentally sustainable
profiles (Jonas and While, 2007). Green place branding is a form of image-making,
a process steeped in historical, political, and cultural discourses (Morgan and
Pritchard, 1998; Pritchard and Morgan, 2001). The sustainability narratives
presented in a green brand are a by-product of the same historical, political, and
cultural discourses found in a community. By framing and presenting selective
images of local character, green place brands affirm and reproduce an under-
standing of local identity both for insiders and outsiders (Moilanen and Rainisto,
2009). Green city brands have become a global tool for municipal leaders to
promise a better quality of life, promote sustainable development, and increase
their competitive advantage. Green campaigns can pursue goals of what Harvey
(1996) calls ecological modernization by prioritizing the maintenance of existing
values, patterns, and social relations based in capital accumulation. One conse-
quence of green place branding is that some ideas of local authenticity are left out
of the image-making process (Govers and Go, 2003). Sustainability campaigns have
also been cited with the power to provide new opportunities for disempowered
groups by reshaping urban environments and thereby making them more equitable
places (Krueger and Gibbs, 2007: 5). The exclusion or inclusion of certain aspects
of community identity in green place brands can influence decision-making power
and thereby resource allocation (Govers and Go, 2003). In this sense, green city
visioning is a community agenda-setting tool establishing political and cultural
norms.
In the case of Singapore, green city visioning has served not only as a tool for
nation and community building but also as a tool for development and land use
allocation (Ooi, 1992). The People’s Action Party (PAP), the ruling political party
in Singapore since its independence in 1959, has deftly programmed the city for
economic development in part through top-down urban planning policies and
social engineering processes (Grice and Drakakis-Smith, 1985). The PAP’s
leadership philosophy, which has centred on “strong, wise and far-sighted govern-
ment,” has viewed public participation as “a process of mass education,” and has
therefore implemented a top-down process of establishing and implementing policy
goals in a large part through strategies and slogans such as the Garden City vision
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(Grice and Drakakis-Smith, 1985: 348; Ooi, 1992). Singapore’s Garden City
campaign has been an “intrinsic feature in its land use planning and development
policies” over the past decades, informing citizens of their duties to cultivate and
civilize the islands post-colonial jungle environs (Ooi, 1992: 65). Additionally the
Garden City campaign has boosted Singapore’s international reputation as a clean
and green oasis in Southeast Asia, and therefore a reliable place for foreign investors
and companies. In this sense, Singapore’s green city vision can be understood not
only as a marketing tool but also as a strategy for socio-economic development.
Singapore’s claim to be Asia’s greenest city makes for excellent political rhetoric
but calls for more rigorous attention to the concepts used in the construction of
such green city brands as well as their engagement with potential social and political
changes resulting from the city’s green reputation (Krueger and Gibbs, 2007).
Urban political ecology provides a helpful lens to uncover and analyze these
changes. Heynen et al. assert that urbanization occurs within the context of com-
plex and intrinsically interwoven social, political, and ecological processes (2006;
Harvey 1996). Throughout urbanization these processes play out in the reproduc-
tion of urban environments that “embody and reflect positions of social power”
(Heynen et al., 2006). In this sense urban political ecology takes to task the nature/
culture logic suggesting that there is nothing unnatural about human-produced
environments because cities are specific historical results of socio-environmental
processes (Davis, 1996; Harvey, 1996; Heynen et al., 2006; Wachsmuth, 2012).
Cities are also by-products of capitalism and in this sense urban nature is as much
a commodity as steel, glass, and concrete are because urban nature is produced
under “capitalist and market-driven social relations” (Heynen et al., 2006: 5). In a
capitalist city, such as Singapore, urban political ecology argues that the urban
environments of the city are “controlled, manipulated and serve the interests of the
elite at the expense of marginalized populations” (Swyngedouw, 2004). This
theoretical frame encourages questions regarding how urban environments are
shaped and reshaped: “Who produces the political, economic, and social configu-
rations of a city and who benefits from these configurations? Who produces what
kind of socio-ecological configuration for whom?” (Heynen et al., 2006: 2). Or in
other words who has produced Singapore’s green city vision, how has the green
vision discourse impacted the political and physical landscape of the city and whom
has benefited from this green identity making?
Liveable Singapore, a Legacy of Clean and Green
Singapore’s garden city legacy presents a unique opportunity to explore the political
and social consequences of the city-state’s green identity-making process over time.
The case study is temporal in nature tracking three notable shifts in Singapore’s
green city identity from the inception of Singapore as an independent city-state in
1965 to the present time.
Singapore’s progression from post-colonial slum to Asia’s greenest and most
liveable city has been carefully documented in newspaper articles, political speeches,
and government planning documents. Since 1959 Singapore has been governed by
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a single ruling party, the PAP, and the newspaper articles, political speeches and
planning documents analyzed for this article have been read and analyzed as a
reflection of PAP policies and political discourses. The PAP perspective is
triangulated with peer-reviewed articles written specifically about Singapore during
this time period in the fields of urban planning, urban greenspace governance,
biodiversity and nature conservation, and neoliberal governance. In addition, this
study draws on field interviews conducted in the winter of 2011 with officials from
Singapore National Parks Board (NParks), Singaporean academics involved in
urban greenspace governance, as well as citizens engaged in community gardening.
The second author of this paper is a citizen of Singapore and was personally involved
in challenging the government’s greening initiatives in the early 1990s. All data
collected have been analyzed qualitatively to examine which socio-environmental
narratives are revealed in the green visioning processes and to note who has
benefited, or not benefited, from the act of green identity making.
Singapore as a “Clean and Green” Garden City: 
1959–1987
A well kept garden is a daily effort and would demonstrate to outsiders the
people’s ability to organise and to be systematic . . . The grass has to be mown
every other day, the trees have to be tended, the flowers in the gardens have
to be looked after so they know this place gives attention to detail.
Lee Kwan Yew, 1965 (Kwang et al., 1998: 12)
In 1963, when Prime Minister Lee Kwan Yew began a tree-planting campaign to
green and beautify the island, he set in motion not only an effort to biophysically
alter the landscape of an island where more than 95 per cent of the original
temperate jungle vegetation had been eliminated through colonial agricultural
pursuits but also to morally reform and discipline the citizens in a campaign of
economic development (Grice and Drakakis-Smith, 1985; Ng and Corlett, 2011).
When Singapore gained self-governance from the British in 1959, after 140 years
of colonial rule, the landscape was ravaged by drought and the city’s inhabitants
were suffering the effects of rapid urbanization and industrialization with high 
rates of unemployment and deplorable slum-like living conditions in the city 
center (Hassan, 1969; Lee 2000). The Garden City campaign, officially announced
in 1968, was a government-driven, top-down, economic development plan to
“achieve First World standards in a Third World region” with the ultimate aim of
attracting direct foreign investment to boost Singapore’s shift from an agricultural
to an industrialized economy (Lee, 2000: 174). At the heart of the campaign 
was the concept of “cleaning and greening,” not only the landscape but also the
“rough and ready ways of the people,” to encourage “considerate and courteous
behaviour” (Lee, 2000: 173). In this sense the act of greening manifested not only
biophysical results but economic reforms as well.
Not all participants in the Garden City campaign were equally pleased with the
greening results. Beginning in the early 1960s, citizens complained about the lack
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of native species chosen to green the island. One opposition member in parliament
stated, “The Chief Parks Officer had probably learnt a lot from the West, and was
planting trees and flowers of Western colours and not those reflecting the East 
. . . Tourists to Singapore find that they have no need to come to Singapore to
enjoy our scenery because these are very westernized” (The Strait Times, 1967).
Another opposition member attacked the Parks Department for beautifying
outlying rural villages, in no need of tree planting, with native jungle trees. When
impoverished citizens in these villages asked for water they received trees instead
(The Strait Times, 1967). Even the Singapore Horticultural Society was displeased
with the initial results of the greening campaign, stating “this official planting
program does not represent nature dominant in the extravagance of the tropics,
but nature controlled and cringing, told not to interfere with street lighting and the
vision of motorists” (The Strait Times, 1967). What was natural and what was green
was called into question by citizens, gardeners, and politicians alike. By 1980, over
one million flowering shrubs and instant trees were planted in the city transforming
Singapore from what Lee once called “a mudflat swamp” into a modern green city
(Kwang et al., 1998: 12).
To encourage the citizens of Singapore to green and clean their environs into a
Garden City became an act of equal parts discipline, education, and behaviour
modification. Speeches held by government officials on tree-planting days were
laced with cautionary tales about the dire consequences of citizens losing confidence
in Singapore’s ability to urbanize and industrialize as well as an emphasis on the
critical importance of well-behaved citizens in this process. One such speech in the
name of greening and economic development given by Lee, as reported by The
Strait Times in 1968, spelled out Lee’s so-called “formula for success”:
When morale is down people become apologetic and the place is in shambles.
Singapore will not be allowed to go thus. We will keep it trim, clean and green.
Flowers bloom and ferns will grow where there was dirt and tarmac. Other
governments can give you fountains or stadiums or monuments. But they can’t
give you the capacity to organize and discipline yourselves. No donor country
can give . . . what you must have in yourselves: the self-discipline to keep in
good condition what you own. Now workers and the unions must enter into
the spirit of it. When word gets around that there are keen and striving workers
in Singapore, then we shall blossom as the workshop, the dynamo, of South
East Asia.
(The Strait Times, 1968)
According to Lee, greening demonstrated to the international finance world
Singapore’s desire to be taken seriously in the labour market and to partake in
capitalist modes of accumulation. Citizens no longer were allowed to live “lazy”
rural lifestyles. As members of a developing nation, citizens were reminded to “enter
the spirit” of capitalism not only by disciplining and cultivating the biophysical
landscape of Singapore but also by applying similar acts to their bodies. The act
of planting and cultivating trees and shrubs instilled discipline and pride in citizens
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and therefore a willingness to resign to the transformation of their selves as
instruments of the economy. The radical alteration of Singapore’s landscape under
the clean and green Garden City campaign created a favorable environment for
foreign-financed industrialization. Under this campaign city slums were removed,
the river dredged and purified, farm animals removed from the city centre and
housing developments decentralized to create a green suburban layout and more
efficient use of land and space for factories and businesses (Lee, 2000). Ultimately,
Lee constructed a “stable and docile population” to support and partake in his new
industrialized economy (Grice and Drakakis-Smith, 1985: 348).
“The Next Lap: Tropical City of Excellence”: 
1988–2004
The second phase of Singapore’s green city vision, Tropical City of Excellence,
can be seen within the context of the government’s shift from a focus on strictly
functional greening to recreational and lifestyle greening. By the early 1990s,
standards of living in Singapore had improved markedly with the country posting
an increasing per capita gross national product (GNP). As a result, the green politics
of Singapore emphasized a greater quality of life (Savage and Kong, 1993). The
1991 Concept Plan published by the Urban Redevelopment Authority (URA)
highlights Singapore’s need for more open space and recreational green areas, the
conservation of old city areas, as well as the conservation of natural areas (URA,
1991). URA’s emphasis on Singapore’s tropical identity reflected the fact that the
city’s altered landscape was a top source of concern for citizens and government
officials alike in the 1980s and 1990s. Citizens continued to voice displeasure at the
lack of local identity represented in the built and biophysical environment of the
city while government officials were alarmed by the increasing numbers of educated
citizens emigrating from Singapore, thus threatening the country’s economic
competitiveness and productivity (Geh and Sharp, 2008). Greening became an act
of local identity-making in the name of economic competitiveness and environ-
mental responsibility.
Environmental conservation played a key role in domestic and international
politics during this period. The 1992 Earth Summit in Rio, for example, ushered
in a string of environmental conservation initiatives outlined in Singapore’s
visionary 1992 Green Plan, “The Singapore Green Plan—Towards a Model Green
City” and subsequently the 1993 “Singapore Green Plan—Action Programmes”
(Neo, 2007). Nature conservation figured in the plan with a commitment that 
“5 per cent of the land after reclamation to the full will be set aside for nature
conservation to promote the appreciation of nature and interest in the country’s
natural resources” (SGP-1992: 29). Environmentalists had recently convinced the
government to designate Sungei Buloh wetlands as a bird sanctuary and—in
combination with the election of Goh Chok Tong in 1991, who promised to lead
Singapore in a kinder and more consultative manner—there was great potential
for non-governmental groups to pursue their own brand of greening. National Tree
Planting Day in 1991, for the first time, focused on a public reforestation effort at
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a nature reserve where 300 saplings of native Singaporean species were planted as
an act of greening instead of cleaning (The Strait Times, 1991).
Despite this apparent broadening of green governance, the green politics in
Singapore of the 1990s illustrated ever-contested concepts of greening, nature,
and conservation. The greater role of citizen consultation and civic engagement
in the management of Singapore’s biophysical resources was tempered by the
government’s commodification of sensitive ecosystems and wildlife habitats. The
case of the Marina South Duck Pond illustrates this tension between engaged
citizen conservation efforts and the government’s entrepreneurial approach to
greening. Situated along the southern shoreline of Singapore, Marina South was
an “idle” 11-hectare piece of land-turned-roosting-ground for rare migratory
ducks, of which some species had not been spotted previously in Singapore, and
thus acclaimed by birdwatchers and the Nature Society of Singapore (The Strait
Times, 1992a). When plans were announced by the Ministry of the Environment
to reclaim and pave over the ponds, the Nature Society of Singapore launched a
lobbying effort to mediate the government’s actions, which was to no avail (The
Strait Times, 1992b). Government officials claimed the site was too commercially
valuable to be set aside for a bird sanctuary and that the pond presented a public
health problem in terms of the potential for mosquito breeding (The Strait Times,
1992b). Additionally, officials maintained that there was nothing natural about
the site and therefore the site did not qualify for conservation status (Neo, 2007).
While environmentalists savoured the Marina South ponds for their rare and
vulnerable biodiversity, as well as the added beauty in the city, the government
measured the worth of the site not only in terms of its commercial value but also
in terms of what it deemed to be natural. By deeming the ponds—originally dug
out by humans—unnatural, officials limited the definition of natural and, thereby,
of nature to habitat not touched by humans. In this sense the vast majority of
Singapore’s habitat was deemed unnatural and therefore unworthy of conser-
vation according to the Ministry of the Environment’s number one criterion for
selecting conservation sites: “sites must be natural and ecologically stable” (Neo,
2007: 191). Citizens’ interpretations of greening the city fell short of the
government’s definition of natural.
Following the government’s reclamation of the land in 1992, the site lay
undeveloped until 2005 when Prime Minister Lee Hsien Loong announced the
creation of Singapore’s premier urban outdoor recreation space, Gardens by the
Bay, on the site of the former Marina South ponds (Interview, 2011). Greening in
the “Tropical City of Excellence” was not about nature conservation or promoting
biodiversity but the commodification of biophysical landscapes for recreational
opportunity and, ultimately, garden-theme-park-based tourism (Figure 6.2).
City in a Garden: 2004 to Present
If Singapore positioned itself to increase quality of life and authenticity of local
identity through greening as a “Tropical City of Excellence,” Singapore as a City
in a Garden now envisions the city as an innovative, environmentally sustainable
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Figure 6.2 Tourists in front of green wall and waterfall. The commodification of
biophysical green resources is here illustrated by tourists paying to pose in front
of a gigantic green wall and waterfall in a re-enacted jungle at the Gardens by
the Bay, Singapore.
Source: Can-Seng Ooi, 2013.
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playground enveloped in a garden (Ministry of the Environment, 2009). Citizens
and the private sector have actively been involved in this latest green city vision.
Since 2005, over 600 community gardens have been established throughout the
city giving the public—predominantly retirees and school children—a direct outlet
to greening and tending their own gardens (Interview, 2011) (Figure 6.3). In
addition, since 2011 NParks actively has solicited feedback from community
members on shaping the city in a garden vision through road shows, focus groups,
interviews, and surveys (Interview, 2011). The private sector has contributed to
NParks’ vision of the city in a garden through donations and financial partnerships
to support the city’s green heritage (Interview, 2011). NParks’ officials are quick to
point out how more community members than ever before are engaged in realizing
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the city in a garden vision. This is both a concession to increasing concern from
community members regarding the sustainability of Singapore’s green heritage as
well as a response to current public administration theory that suggests good
governance is based on public participation (Interview, 2011).
The experience of the garden—living in it, working in it, playing in it, and
creating it—is the current vision of the city with the end goal of incorporating even
more biophysical infrastructure into the densely populated city. Ministry of the
Environment officials are proud to report, “between 1986 and 2007, the green
cover in Singapore grew from 36% to 47% despite a 68% growth in population 
. . . Ten per cent of Singapore’s land is dedicated as greenspace, 5% of which is
protected as nature reserves . . . The city also is home to 2,900 species of plants,
360 species of birds and 250 species of hard coral” (Ministry of the Environment,
2009: 29). What the ministry neglects to tell in this story is that “more than 95%
of Singapore’s original forest cover has been cleared and less than 10% of the
remaining 24 km2 of forest is primary . . . The remaining forest reserves occupy
only 2.5% of Singapore’s land area and contain over 50% of the remaining native
forest biodiversity” (Ng and Corlett, 2011: 20). Marine biodiversity is also in decline.
Therefore, the concept of Singapore as a city in a garden calls directly into question
the city’s notion of environmental sustainability as specific indigenous landscapes
are silently eliminated to actively promote “supertrees” and recreational greening.
Nowhere in Singapore is this narrative more typified than in the city’s iconic
Gardens by the Bay theme park located in the Marina Bay area of the island, once
home to extensive marsh and wetland habitats supporting rare dragonfly species
as well as a large swath of secondary growth forest and critical habitat for a host of
bird and butterfly species (NSS, 2010). Gardens by the Bay is a park spanning 250
acres of reclaimed land in central Singapore established by NParks in 2011 as the
iconic project of the city in a garden vision. The park is characterized by a variety
of themed vertical gardens and conservatories as well as a collection of 100-foot
“supertrees” that, as The New York Times recalls, “resemble oversize stone palms,
each dripping with ferns, orchids and bromeliads” serving as the backdrop of a
nightly laser show (Graham, 2013). Nestled in between the Mediterranean con-
servatory, the cloud forest, and the grove of supertrees is a quaint reminder of
Singapore’s past, a reconstructed Kampong (village in Malaysia) representing local
vegetation grown in Singapore’s rural villages, all but one of which suffered the
fate of the bulldozer during the original clean and green Garden City campaign of
the 1960s. While the remaining settlement—Kampong Buangkok—is also a
popular tourist destination and icon of local food culture in Singapore, it is sadly
under constant threat of demolition as the commercial value of the estate is
extremely valuable (Graham, 2013). In their article on changing landscapes in
Singapore, Chang and Huang remind us that “as with other landscapes of
redevelopment, the built landscape at the Singapore River has been reconstructed
as a (com)modified version of local history” (2005: 270). Gardens by the Bay,
located not along the river but by the marina, is the city’s latest project to reinvent
and revitalize the urban landscape, “to erase its darker histories, utilitarian
geographies and uneconomical spaces” (Huang and Chang, 2002). In erasing the
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past the city is able to selectively present narratives of greening and recreation—
ultimately the sustainable Singapore experience keeping in line with the city’s vision
to transform Singapore into a garden (Chang and Huang, 2005).
Manufacturing Green Consensus
Contemporary neoliberal urban governance has embraced a somewhat paradoxical
politics of economic growth tempered by a reduction in negative environmental
externalities, such as carbon outputs, and an increase in environmental benefits,
such as the growth in urban greening campaigns (Krueger and Gibbs, 2007; Jonas
and White, 2007). Green city brands, in this context, suggest that a city can have it
all: economic growth and environmental sustainability, entertainment-oriented
urban greenscapes, and increased urban biodiversity. But Singapore’s green imaging
campaign offers a different interpretation of the neoliberal promise, revealing
contested socio-environmental narratives of nature, greening, and sustainability.
These conflicts provide poignant examples of how an urban greening campaign can
directly impact the biophysical, social, and political fabric of a city in an uneven
manner and point to broader lessons that can be learned from green city imaging
and branding campaigns.
Singapore’s green image was founded in the production, distribution, and
exchange of biophysical green resources (Smith, 1984) in order to boost economic
prosperity and modify a Third World landscape into a First World one. In this
sense, the biophysical landscape of Singapore became a means of profit accumu-
lation whereby landscapes with low economic value were replaced with landscapes
that, literally, could pay the rent (Smith, 2007). The city’s biophysical landscapes
continue to be determined by their economic value and revenue-generating
potential as illustrated by the city’s most recent greenspace investment, Gardens
by the Bay. One obvious consequence of this pattern is decreased local biodiversity
as cement supertrees are prioritized over wetlands. As experts look to Singapore
as a model green city, more communities might choose green city images with 
high-earning, tourism-based, biophysical landscapes over lower-earning, less-
entertaining landscapes.
Singapore’s clean and green campaign produced a greener landscape and a
more stable and docile population. Under the guise of the clean and green
campaign in the 1960s, the PAP government linked an ideology of survivalism and
economic nationalism with an attack on “radical trade unionism, community
subversion, and racial strife,” usually associated with Malaysian settlements and
cultural circles (Tan, 2012). Razing “slum housing” or village settlements often
inhabited by one dominant ethnic or cultural group was another tactic used by the
government to reduce racial tension in the 1960s while also cleansing the landscape
of unsanitary, cramped living conditions. The physical act of planting and tending
to trees and shrubs was a way for these newly displaced citizens to embrace the
disciplined spirit of capitalism and demonstrate their allegiance to the entrepre-
neurial state. It was also a measure by which the government demarcated pro-
ductive and unproductive citizens, or, in other words, good and bad citizens.
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Cleaning and greening in Singapore has come at a cost, not only of biodiversity
but also the public celebration of ethnic, cultural, and political diversity. City
imaging campaigns function not only to unite communities in a shared vision but
also serve to alienate and eliminate identities of local authenticity that do not align
with that vision. Green city visions such as Singapore’s are a promise of a better
quality of life, sustainable development, and an increased competitive advantage,
but these promises might not be available equally to all citizens of the community.
Perhaps the most poignant lesson we can learn from Singapore’s green city
experience is the consequence of prioritizing effectiveness and efficiency above all
other goals. Singapore’s current green vision is a brand, City in a Garden, which
aims to enhance urban quality of life by increasing urban greenery and flora in the
city. In as much as a place brand, such as City in a Garden, could inspire a sense
of collective belonging focused on biophysical identity, only certain versions of
biophysical identity are allowed in the brand. Gardens by the Bay is indicative of
the effectiveness and efficiency with which a place brand can dictate the economic
and social values of a community. What is natural, what is green, what is sustainable
is actively and selectively defined through the commodification and marketization
of Singapore’s green resources. Aronczyk and Powers remind us that to fully
understand the role of brands and branding in public life we must look beyond 
the “marketization of institutional practices” to the “commodification of public
discourse itself” (2010). While the brand’s reputation might be important to its
users, it is the owners of the brand that accrue the economic value of the product
and therefore actively control and limit the social and political potential for
participation in the creation of the brand (Aronczyk and Powers, 2010). Singapore’s
City in a Garden brand manufactures and maintains one variety of green
governance.
Singapore’s green imaging experience is not unique. Global cities are actively
competing for resources through green city profiles, marketing themselves as
environmentally sustainable places. While Singapore is an extreme case in the
longevity and authoritarian governance of its campaign, it provides nonetheless a
fascinating study in the potential consequences of green city imaging and branding.
Other developing cities in Asia and Africa are currently looking to Singapore for
clean and green solutions to urban development and expansion. The Singapore
Cooperation Enterprise was established in 2006 to market and export the country’s
public sector expertise in land use and transportation planning, amongst other
things. Singapore’s green city model might yet be replicated in other contexts.
Ultimately the case of Singapore raises questions regarding the meaning of urban
sustainability and what being a green city actually entails. Globally, green city
branding campaigns are driven by entrepreneurial governance initiatives based on
efficiency and effectiveness. Certain definitions of green are privileged over others.
Green city brands promise something unique but as more and more cities profile
themselves as green in an entrepreneurial fashion those unique characteristics of
biodiversity and local identity, foundations of urban sustainability, might be lost.
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Interviews
Anonymous, local community in bloom manager of Singapore NParks, interview February
22, 2011
Mr Kong Yit San, Assistant Chief Executive Officer of Singapore NParks, interview
February 23, 2011.
Ng Cheow Kheng, Deputy Director of Horticulture and Community Gardening of
Singapore NParks, interview February 22, 2011.
Philip Li, local community gardner at Hort Park, Singapore, interview February 22, 2011.
Dr Tan Puay Yok, Deputy Director of the Center for Urban Greenery and Ecology
(CUGE) Research, interview February 24, 2011.
Dr Wong Nyuk Hien, Professor in the Department of Building/School of Design and
Environment at the National University of Singapore (NUS), interview February 23, 2011.
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Abstract 
The impact of the European Green Capital Award (EGCA) on the governance of urban green 
infrastructure (UGI) in Europe’s most environmentally sustainable and green cities is analyzed. To 
encourage the development of urban environmental sustainability across the continent, the EU 
annually brands one European city as the “green” capital of Europe. This award falls under a 
broader category of soft policy tools used by the EU to encourage self-steering or network 
governance of environmental management and regulation at the local level as opposed to top-
down decision making. UGI, which focuses on green spaces and components such as parks and 
trees, is a delivery mechanism for the social and environmental benefits associated with the 
sustainable urban growth sought after by the EU. However, green infrastructure is a contested 
term and the delivery, management and enhancement of biophysically green resources in UGI 
planning is greatly influenced by political strategy and policy context. Policy tools such as the 
EGCA, used to craft and implement urban sustainability measures including UGI policy, take on a 
special role of importance. Results show that while the EGCA as a policy tool draws on elements 
of a green infrastructure approach to urban planning and management, only certain types of UGI 
are prioritized while others are marginalized. In this sense we can see that network governance 
policy tools such as the EGCA are limited in their capacity to achieve self-steering and horizontal 
environmental governance. Shifts in EU environmental governance are calling into question the 
very definition of the word green 
 
Introduction 
European urban ecosystems are under pressure from ongoing urbanization, with  80% of 
Europeans expected to live in urban areas by 2020 (EEA 2006). Areas surrounding cities are 
subject to high development pressures due to the sprawling establishment of traditional grey 
infrastructure such as housing, roads, and communication channels (EEA 2006; Ravetz et al, 
2013). This often is accompanied by a decrease in urban green spaces such as parks, forests and 
gardens as well as blue spaces such as lakes, rivers and wetlands (Nuissl et al, 2009; Kabisch, 
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2015a). This decrease in urban green infrastructure (UGI) negatively impacts local ecosystem 
functions reducing the capacity of their services such as storm water management and heat 
island reduction, to name a few (Larondelle et al, 2014; Kabisch, 2015b). At the same time urban 
populations face a decrease in quality of life as they increasingly depend on UGI for essential 
social and environmental benefits (James et al, 2009; Konijnendijk et al, 2013). Climate change 
and extreme weather events pose direct challenges to the economic vitality of European urban 
areas (UN, 2014).  
While European urban centers are the source of ecological, social and economic challenges, they 
are also acknowledged as a critical part of the solution to environmental sustainability and urban 
resilience (EEA, 2006; Europe 2020).  Thus the European Union (EU) has enhanced its focus on 
urban areas. The EU has an interest in promoting a comprehensive network of urban green 
infrastructure (UGI) across the continent to support and sustain the ecological, social and 
economic vitality of European cities (EU COM, 2013,249 final). Sustainable urban planning and 
design is actively promoted in the European Commission’s 7th Environmental Action Program to 
protect and enhance the “natural capital” or green infrastructure of Europe (Environmental 
Action Program, 2014). UGI is seen by policy makers as one of the most efficient and cost 
effective measures to combat new and emerging urban environmental challenges such as climate 
change adaptation (EU Strategy of Climate Change Adaptation EU COM 2013, 216 final), storm 
water management and biodiversity conservation (EU Cohesion Policy 2014 - 2020). The 
establishment of a comprehensive network of UGI supports European environmental policy that 
by 2020 a majority of cities in the EU have a resource efficient, green and competitive low-carbon 
economy (Environmental Action Program, 2014). EU policy points to sustainable green cities as 
the corner stone of current and future European economic growth (Europe 2020). 
UGI is a clear delivery mechanism for the social and environmental benefits sought after by the 
EU in smart and sustainable urban growth. Green infrastructure is a landscape planning approach 
that refers to a physically and functionally interconnected network of green spaces which 
together deliver ecosystem benefits to society (Lafortezza & Konijnendijk, 2013). When situated 
in an urban context (UGI) relates to the holistic management of urban green and blue spaces as 
well as environmentally sustainable infrastructure such as cycle paths, storm water management 
channels, foot paths and energy efficient buildings (Mell, 2013:153). A fundamental component 
of UGI is the delivery, management and enhancement of biophysical green resources such as 
urban parks, urban forests, and species-rich open spaces (Werquin et al., 2005; Benedict and 
McMahon, 2006;  Tratalos et al, 2007; Young, 2010;  Mell; 2013). Specifically green spaces such 
as forests, parks, and open spaces, are considered to be some of the most effective in terms of 
counteracting problems associated with increased urbanization and climate change such as 
higher temperatures, air pollution and traffic noise (Kabisch, 2015a: 557). However the delivery 
of UGI planning can differ and is greatly influenced by political strategy and policy context (Mell, 
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2013; Roe and Mell, 2013). For example, population growth in cities challenges the maintenance 
and development of urban green spaces due to the focus on urban re-densification projects 
(Fuller and Gaston, 2009;Kabisch, 2015a). Declining municipal budgets for green space 
management and maintenance threaten efforts at the municipal level to protect urban 
biodiversity and green space cover (Chiesura, 2004; Gulsrud et al., 2013). The preservation and 
management of urban forests and green spaces and the ecosystem provisions they deliver is 
increasingly challenged due to intensifying climate change, land-use and land cover changes 
(Niemelä et al. 2010). Ultimately there is political ambiguity about what role biophysical green 
resources play in UGI planning (Gulsrud et al., 2013). In this sense policy tools used to craft and 
implement UGI policy take on a special role of importance. 
One EU policy tool being used to govern UGI delivery and management is the European Green 
Capital Award (EGCA). The EGCA is a rather new EU policy initiative driven by the European 
Commission and originally drafted by European mayors and local authorities in the 2006 Tallinn 
Memorandum to “horizontally” encourage cities to craft greener and more environmentally 
sustainable urban development plans integrating UGI. The EGCA falls under a broader category of 
soft policy tools used by the EU to encourage self-steering or network governance of 
environmental management and regulation at the local level as opposed to top-down decision 
making (The European Commission, 2001; Zuidema and De Roo, 2009; Torfing, 2012). 
Environmental network governance refers to the steering of environmental management and 
regulation through collective action and collective goals such as awareness raising, capacity 
building, systems of peer review, the exchange of best practices in regards to implementation 
and soft enforcement of environmental policies such as the establishment of UGI into urban 
development strategies through the EGCA (IMPEL, 2010; Jordan and Tosun, 2012; Torfing, 2014). 
The EGCA has been granted annually since 2010 to an exemplary European city demonstrating 
efforts to improve the urban environment through the development of best practices in 
environmental management. Winning cities are branded as exemplary environmental regulators 
by certifying their environmental management ability to monitor and reduce environmental 
impact through very specific local policy regulations and strategies (Wurzel et al., 2013).  This 
green city branding is intended to spur urban competition around investment in environmental 
sustainability, such as UGI, while raising awareness about environmentally resilient cities (EGCA, 
2015a). Competing cities are judged by an expert panel on 12 environmental indicators - ranging 
from climate change mitigation and adaptation to urban biodiversity and integrated 
environmental management. Special consideration is given in the final round of evaluations to 
cities that exhibit a high capacity to act as a green role model for other cities and communicate 
these actions with their own citizens (Ibid). Winning cities (7 to date) are encouraged to form 
policy networks with one another to share best practices in environmental implementation and 
management with a focus on improving the quality of life of their citizens and reducing their 
impact on the global environment (Ibid). By branding and celebrating select European cities for 
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their environmental performance, the EU aims to steer the evaluation, delivery and development 
of UGI policy and the urban sustainable development agenda as a whole.  
Only limited critical attention has been paid to the EGCA and its role as a soft tool of pan-
European urban sustainability and UGI governance. Understanding how this award impacts urban 
environmental policy and the delivery of UGI is important because the choice and application of 
different policy instruments, tools, and techniques arguably constitute the very essence of 
governing (Hood, 2007: 142-43; Jordan et al, 2013). Policy tools like the EGCA function as an 
informational measure distributing EU-certified rankings and evaluations of urban environmental 
management through a green city brand (Wurtzel et al., 2013). Thus the EGCA has the potential 
to form powerful policy networks, determining the nuts and bolts of local policy strategies, 
budget allocations and overall environmental policy making priorities outlining the delivery of 
UGI (Sabatier, 1988; Jenkins-Smith and Sabatier, 1994). The EGCA gives rise to certain discourses 
about highly-ranked or “winning” cities establishing an understanding of environmentally 
performing and under-performing cities (Kronberger and Carter, 2010). Green city brands like the 
EGCA prioritize certain environmental qualities over others, making some environmental policies 
highly visible while rendering others invisible (Kronberger and Carter, 2010). The exclusion of 
certain aspects of environmental policy making and UGI delivery in green city brands like the 
EGCA can influence decision making power and thereby resource allocation. In this sense green 
city branding through the EGCA is an agenda setting tool establishing political and cultural norms 
(Kingdon, 1994; Govers and Go, 2003). Ultimately, policy instruments like the EGCA matter 
because they are a main link between steering at the EU level and policy impacts and outcomes 
at the local level (Jordan et al., 2013: 310).  
This paper seeks to critically analyze how the EGCA impacts UGI delivery and governance through 
green agenda setting and green discourse formation. Specifically it studies what the role of UGI 
delivery is within EGCA, which aspects of UGI are prioritized through the EGCA and how 
discourses of winning cities establish best practices in UGI delivery management. If certain 
aspects of environmental policy making are prioritized over others in the EGCA there is the risk as 
highlighted by Mills (2013) that the role of biophysical green resources in UGI delivery is 
ambiguous or under prioritized. Closer evaluation of the EGCA will contribute to a broader 
understanding of what “green” really means in green city branding and how network governance 
tools such as the EGCA contribute to EU environmental governance. Findings will facilitate 
multilevel policy learning around UGI governance by developing a common understanding of 
meaningful contributions to UGI governance and delivery in support of better cities at the 
European level.  
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Conceptualizing UGI Governance and Policy Tools 
Governance theory rationalizes and articulates the changes that have occurred in western 
democracies since the late 1980s and provides a lens through which this shift from government 
to governance in EU environmental policy making can be conceptualized (Wurzel et al, 2013: 4).  
Governance theory examines the phenomena of the dispersal of policy making powers amongst a 
wide-range of actors and networks, specifically looking at the increasing importance of horizontal 
decision making or self-steering with and without the help of hierarchical government agencies 
(ibid, 2013). New softer policy tools used to steer horizontal forms of environmental network- 
and self-governance also are of interest to governance theory as policy tools provide a main link 
between governing and policy outcomes (Jordan et al., 2013: 310). The ways in which horizontal 
policy tools shape and change policy gives us an understanding of how these newer and softer 
forms of environmental governance impact policy making on the ground. 
Since the inception of EU environmental policy in the early 1970s there has been a major shift 
from government to governance (Wurzel et al, 2013). Government in this regard is defined as the 
EU’s role in top-down command and control of environmental regulation while governance is 
associated with the government’s declining ability to steer economy and society toward 
collective environmental goals in a top-down regulatory environment (Pierre and Peters, 2000; 
Torfing et al, 2012; Wurzel et al, 2013).  Environmental governance can be understood as the 
collective multi-level steering of decision-making involved in the control and management of the 
environment and natural resources across the trans-national, member state and local levels 
(Hooghe and Mark, 2001; Jordan, 2010; Wurzel et al, 2013). The EU and its member states 
comprise a system of multilevel governance and as such depend on a variety of governance 
networks and policy tools to implement its directives (Hooghe and Marks, 2003). Every member 
state is impacted by EU membership, however, there is not uniform environmental governance 
and as such there is not a single uniform model of policy at the national, regional or city level 
(Jordan and Tosun, 2012). This is in part due to the subsidiarity principle whereby the EU is 
limited in establishing environmental policies controlling environmental issues that could be 
better managed at the member state or local level (Knill and Liefferink, 2007). But is also due to 
the increasing complexity of urban environmental issues such as climate change adaptation that 
often demand locally-sourced and horizontally-governed solutions (Zuidema and De Roo, 2009; 
Kern, 2014; Wurzel et al, 2013). As a result, the EU increasingly relies on network environmental 
governance – namely awareness raising, capacity building, systems of peer review, the exchange 
of best practices in regards to implementation and soft enforcement of environmental policies 
such as the establishment and enhancement of UGI in urban planning and development 
strategies (IMPEL, 2010; Jordan and Tosun, 2012; Torfing, 2014). 
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As part of environmental governance, UGI planning and implementation is promoted through EU 
policies that seek to mainstream green infrastructure as a tool to underline the values and 
benefits of nature (EU COM, 2013,249 final). While national authorities at the member state level 
play a large role in developing strategies and political visions for green infrastructure 
development, regional and local governments are often responsible for the spatial planning and 
delivery of UGI (EEA, 2011).  
In the context of EU environmental governance as for example reated to UGI, the boundaries 
between different levels of government have become blurred. In this blurring, the 
“competencies” between local, national and European authorities have shifted not only 
“upwards” to the EU but also “downwards” from nation states to regions and cities (Kern, 
2014:113). Regarding governance of UGI, EU policy directives are often not only aimed at 
member state federal governments but also at regional and local authorities where UGI policy is 
implemented and managed. In this multi-level policy arena, cities frequently are governing their 
UGI horizontally, without the directives of the national government, networking and sharing 
policy knowledge regarding the establishment and management of their UGI. This dynamic 
multilevel policy arena provides an opening for innovative policy goals and steering instruments 
to deliver and govern UGI.  
This subsequent shift from top-down environmental regulation to environmental governance in 
the EU has been accompanied by new policy tools to deliver UGI, what Wurzel et al (2013) refer 
to as “suasive” instruments: soft policy tools aimed to encourage regulatory bodies such as city 
governments to comply with environmental standards through informational measures and 
voluntary agreements. One strong example of horizontal network governance through 
informational measures and voluntary agreements is the Covenant of Mayors. This covenant is a 
signatory program launched by the European Commission in 2008 to endorse and support the 
efforts of urban authorities in the implementation of sustainable energy policies (Cerutti, et al, 
2013). Signatories are encouraged to go beyond the energy efficiency objective set by the EU for 
2020, reducing CO2 emissions by at least 20% through the implementation of a Sustainable 
Energy Action Plan (SEAP). This program gives municipalities technical and administrative support 
to improve land use planning and local transportation management amongst other initiatives, 
with real results (e.g. a projected reduction in GHG emissions at 23.57% by 2020 (Cerutti, et al, 
2013)). The dynamic and innovative nature of connecting local authorities in a specific 
methodology of environmental goal setting and regulation has been credited with the Covenant’s 
success (ibid, 2013).  
Participating municipalities form what Sabatier (1988) calls an advocacy coalition, or a policy 
network based on a specific set of “normative and causal” beliefs about how environmental 
regulation works including the efficacy of policy instruments (Jenkins-Smith and Sabatier, 1994). 
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These coalitions, which also include the C40 Cities Climate Leadership group 
(http://www.c40.org/) are pivotal in terms of determining the nuts and bolts of policy regulation 
at the local level regarding political strategy, budget allocation and evaluation of local policy 
priorities (Jenkins-Smith and Sabatier, 1994; Sabatier, 1988). Suasive environmental policy tools 
such as informational measures and voluntary agreements to reduce GHG emissions have made 
a large impact both in European and global environmental governance to date. 
 
Operationalizing UGI Governance and Policy Tools 
Shifts in EU environmental governance, such as the use of suasive policy tools like the EGCA to 
deliver and govern the widespread establishment of UGI in European cities occur within what 
Arnouts et al term “governance arrangements” (2012). Governance arrangements depict the 
temporary stabilization of the content and organization of a particular policy domain such as 
urban environmental sustainability in the EU (Arnouts et al., 2012). The concept of governance 
arrangements is based on Tatenhove et al.’s (2000) term, “policy arrangement” which describes 
how policies are temporary and destabilize over time as changes occur with shifts in policy 
resources, actors, discourses and rules of the game (Arts et al., 2006: 99). We use the term 
governance arrangements in this paper to reflect the multi-level governance dimension of EU 
urban environmental policy and situate the EGCA within the urban environmental sustainability 
policy domain. This domain is steered horizontally by cities themselves under stipulations 
provided by the EU. As policy tools such as the EGCA are introduced by the EU to city officials, 
shifts within the urban environmental sustainability policy domain occur. Figure 1 illustrates the 
four dimensions of a governance arrangement, depicting how they are interwoven and how a 
shift in one dimension imposes a shift on all other dimensions (Arts et al, 2006: 99). It is this 
change or potential for change that calls for analysis. 
 
Figure 1. A governance arrangement visualized as a tetrahedron (Liefferink, 2006) 
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The particular focus of this paper is the shift  in policy programming and discourses brought 
about by the use of the EGCA to deliver UGI. Policy programming refers to the specific indicators 
and policy measures used to define winning cities in the EGCA including dominant aspects of UGI 
(Arts et al., 2006). Discourses in this context refers to the ideas and narratives of the actors 
involved in the EGCA cities and how their values and defnitions of problems and solutions are 
defined (Hajer, 1995; Arts et al., 2006;). In Figure 1, policy programming  and discourses 
represent one corner of the tetrahedron.  
Governance arrangements  as represented by Figure 1 help us articulate the organizational 
aspects of governing by understanding who performs this function, in which manner and how 
well (Torfing et al., 2012: 3). Specifically questions focusing on the performance evaluation and 
impact of governance networks have come to the forefront of this theoretical debate. The 
evaluation of governance networks can involve a continuum of normative criteria based on an 
understanding of “good governance” such as equity, democracy, productivity and goal-
attainment (Provan and Kenis, 2008; Torfing et al., 2014). Another focus has been on the 
democratic performance of governance networks (Sørensen and Torfing, 2009) as governance 
networks are thought to contribute to more effective governance specifically in the instance of 
complex and “wicked” societal problems. Attempts to measure and operationalize the 
effectiveness of governance often focus on performance indicators measuring government 
performance and overall public sector activities (Knack et al., 2003). But Torfing et al. (2012:2) 
argue that these indicators ignore the essence of governance which lies in goal-setting and 
process attributes. One way in which goal setting can be measured is to identify and understand 
collective goal setting. This is important for the studying of governance because collective goals 
constitute the standards by which the outcomes of policymaking are judged (Torfing et al., 2012: 
3). In this sense policy programming, or the specific indicators and policy measures used to 
define the policy outcomes of the EGCA take on a very relevant role and need to be closely 
analyzed. The collective goal setting established through the EGCA is important to examine 
because the environmental standards and dominant aspects of UGI outlined by the award dictate 
the measures that local authorities perform to. By establishing an environmental agenda to 
measure and regulate UGI delivery through broader urban sustainability indicators, the EGCA 
could determine the nuts and bolts of urban environmental policies, including which outcomes or 
aspects of UGI are favored over others.  
Shifts in discourse matter as well because storylines unify policy networks and shape interactions 
between participants (Sabatier, 1988; Hajer, 1995, 1993; Torfing et al, 2014).  Policy networks, or 
advocacy coalitions, subscribe to specific sets of “normative and causal” beliefs about how 
environmental regulation works including the efficacy of policy instruments (Jenkins-Smith and 
Sabatier, 1994). A policy tool such as the EGCA has the potential to reconfigure the EU urban 
environmental sustainability policy domain as it allocates resources to “winning” municipalities 
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that perform well in environmental management as judged by the EU. The network of winning 
cities establishes precedence in urban sustainability performance, setting a discourse about how 
a successful European city should implement and manage UGI, including which actors should be 
involved in the implementation and which aspects of UGI  should be prioritized over others. 
Torfing et al (2012) argue that governance networks are stabilized by policy discourses that 
provide standards by which the problem context is understood and defined. Over time, a 
“hegemonic discourse” is formed and the concepts supported in the dominant discourse become 
institutionalized (Ibid: 340). As a network governance steering tool, the EGCA could impact the 
governance of European UGI and broader urban sustainability schemes through the development 
of institutionalized discourses or policy narratives packaged as best practices.  
A final perspective that governance theory helps us operationalize is the concept of green city 
branding. Articulated through a governance lens, green city branding is an agenda-setting tool 
establishing political and cultural narratives. Therefore, the discourses that are formulated 
through the EGCA best practices and the policy programs that are established through the EGCA 
indicators establish a broader understanding of how green is understood in the EGCA and what 
types of green resources are actually delivered through the award.   
This theoretical frame encourages questions regarding how the EGCA impacts UGI governance 
and delivery in European cities through possible shifts in green policy programming and discourse 
formation. Specifically we need to understand what the role of UGI delivery is within EGCA, which 
aspects of UGI are prioritized through the EGCA and how discourses of winning cities establish 
best practices in UGI delivery management. Additionally, the framework begs a broader 
understanding of impacts on EU environmental governance as a whole. We aim to find what 
lessons can be learned about the role of the award in the wider enhancement of environmental 
governance, for example, in terms of how green is understood in the EGCA and what types of 
green resources are included or excluded through the award. 
 
Methods 
This analysis takes its departure in a single case study of the EGCA with focus on the 5 cycles of 
the EGCA from 2010 to 2016. The case study is temporal in nature, tracking how UGI features in 
the award over time both in the programming of the award indicators as well as in the green 
discourses of the winning cities. The first step of analysis focuses on the award programming and 
the weight and focus given to UGI throughout the award. The second step of analysis focuses on 
best practice discourse formation in each award cycle. 
Multiple sources of data have been used to analyze this case. The policy tool has been analyzed 
through documentary evidence including a) the EGCA applications of the winning city per award 
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cycle, b) the EGCA technical assessment synopsis reports from each award cycle, c) the EGCA jury 
reports from each award cycle, in addition to d) the EGCA good practice and benchmarking 
reports from the 2010 – 2015 award cycles. All of this information is publicly available on the 
EGCA website (EGCA, 2015). These documents provide a transparent description of the EU-
established criteria by which all cities applying for the award have been judged between the 2010 
and 2016 award cycles. Additionally, political speeches from both EU EGCA officials as well as 
EGCA winning city officials have been analyzed in regards to discourse formation. As a suasive 
policy tool, the EGCA functions as a brand, and social media outlets such as YouTube offer critical 
insight into how EGCA winning cities present themselves as green cities. All EGCA YouTube videos 
have been analyzed for green city discourse formation (EGCA You Tube, 2015). EGCA documents, 
speeches and media have been triangulated with peer-reviewed articles written about the EU, 
the EGCA, and other green city awards and brands in the fields of urban planning, urban green 
space governance, environmental  governance, and neoliberal governance. All data collected 
have been analyzed qualitatively to examine how UGI is represented in the EGCA indicators and 
winning city green discourses and best practices.   
This case study does not pursue causal links between the EGCA and long-term impacts on UGI 
planning and implementation in the winning cities. Establishing a causal link between the award 
and UGI policy implementation would demand a long-term case study involving field work in far-
spread European cities with diverse language demands and political cultures. Rather, this case 
study seeks to illustrate the principle of literal replication (Yin, 1994) by establishing annual 
patterns and or shifts in UGI governance arrangements crafted by the EGCA. In this sense, this 
case study is exploratory in its aim to understand how the EGCA as a soft policy tool steers UGI 
delivery and governance in exemplary European cities and acts as a “prelude case” (Yin, 1994), or 
the first phase, in a multiple-case research study with focus on long-term policy learning and UGI 
implementation in EGCA winning cities.  
As focus is on UGI, it is important to define the term. Green infrastructure is a contested term 
(Lennon, 2014) with a broad range of associated definitions and typologies. Benedict and 
McMahon’s (2006: 12) influential definition defines green infrastructure through an ecological 
framework as “an interconnected network of natural areas and other open spaces that conserves 
natural ecosystem values and functions, sustains clean air and water, and provides a wide array 
of benefits to people and wildlife”. Other definitions go beyond ecosystem services to include 
engineered products and technologies that perhaps mimic natural processes to provide 
increased environmental quality such as green roofs and green walls (Young et al., 2014; Mell, 
2013). Inspired by the Davies et al. (2006) description of GI as a “grey – green continuum,” Roe 
and Mell (2013) illustrate UGI typology as being composed of ecologically and visibly green 
resources (Type 1) and as humanly engineered infrastructure composed of sustainable elements 
(Type 2) (see Figure 2). They claim an integrated typology could focus on the delivery of visibly 
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greener environments that provide ecological and social benefit above and beyond functional 
change addressing the desire for more sustainable and multi-functional landscapes (Mell, 2013). 
Given this broad spread of typologies associated with green infrastructure and what Mell (2013) 
calls the “strategic subjectivity” surrounding the implementation and delivery of UGI, it is 
important to gauge which characteristics of UGI are prioritized by the award. 
 
Figure 2 Green Infrastructure Characteristic Typology from Mell, 2013  
These typologies are helpful in terms of measuring to what extent UGI is represented in the EGCA 
indicators and what types of UGI characteristics are in focus. We measure UGI representation in 
the EGCA through these typologies by examining the award indicators in each award cycle with 
an emphasis on 1) the UGI aspects emphasized in the award indicators, 2) the shifting nature of 
the award indicators over time, and 3) the relative weight assessed to UGI-related features, 
compared to other features. 
Discourses in this context refer to the ideas and narratives of the actors involved in the EGCA and 
how their values and definitions of problems and solutions are defined (Hajer, 1995; Arts et al., 
2006;). Green discourses in the EGCA documents, political speeches and media sources are 
analyzed based on their storylines, assumptions, symbols and metaphors (Krajter Ostoić and 
Konijnendijk van den Bosch, 2015). In this sense our analysis will identify how environmental 
problems are presented and structured in the EGCA and which solutions or best practices are 
offered to manage and solve these problems (Hajer and Versteeg, 2005). This analysis will situate 
UGI delivery through the EGCA in a historical, cultural and political context (Krajter Ostoić and 
Konijnendijk van den Bosch, 2015).  
 
Results 
Policy programming 
A review of the indicators in each EGCA cycle from 2010 to 2016 reveals a strong, all-be-it 
shifting, focus on UGI characteristics. As shown in Table 1, several of the indicators represent 
important objectives of UGI such as “integrated environmental management” or “eco-innovation 
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and sustainable employment,” and more than half of the indicators focus directly on aspects of 
UGI according to Mell’s (2013) “Green Infrastructure Characteristic Typology.”  
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Table 1 reveals that: 
• In the 2010/2011 award cycle, 6 out of 10 (or 60%) of indicators focused on UGI.  
• In the 2012/2013 award cycle, 7 out of 11 (or 63%) of the indicators focused on UGI.   
• In the award cycles from 2014 to 2016, 7 out of 12 (or 58%) of the indicators focused on UGI. 
 
Thus it may be noted that the proportion of indicators focusing on UGI in all award cycles 
declines slightly over time.  
A closer review of the UGI typologies represented in the indicators of each EGCA award cycle 
reveals a mixed-focus on Type 1 and Type 2 UGI characteristics, or infrastructure characterized as 
either ecologically green resources or infrastructure characterized as sustainable (Mell, 2013). 
One indicator in the EGCA focuses on New Types of UGI characteristics, or visually and 
sustainably green infrastructure. Table1 shows a shift from award cycles 2010/2011 and 
2012/2013 with a mixed focus on Type 1 and Type 2 UGI characteristics to award cycles 2014 – 
2016 where the emphasis shifts to predominant focus in the indictors to Type 2 UGI 
characteristics emphasizing infrastructure characterized as sustainable. Table 1 shows the weight 
given to specific types of UGI indicators compared to all other indicators. 
• In the 2010/2011 award cycle, 2 out of 10 (or 20%) of the award indicators focused on Type 1 
UGI characteristics whereas 4 out of 10 (or 40%) of the award indicators focused on Type 2 
UGI characteristics. 
• In the 2012/2013 award cycle, 3 out of 11 (or 27%) of the award indicators focused on Type 1 
UGI characteristics whereas 4 out of 11 (or 36%) of the award indicators focused on Type 2 
UGI characteristics.  
• In the 2014 – 2016 award cycles, only 1 out of 12 (or 8%) of award indicators focused on Type 
1 UGI characteristics whereas 5 out of 12 (or 42%) of the award indicators focused on Type 2 
UGI characteristics and 1 out of 12 (or 8%) focused on the New Type of UGI characteristics. 
This shift towards Type 2 UGI characteristics in the EGCA indicators correlates with a decline in 
the focus on UGI attributes in the award indicators. Instead there is an increased focus on the 
deliverables of UGI such as economic stimulation and green job creation.  
Another way to understand this shift towards Type 2 UGI characteristics is by focusing on 
changes in several key UGI indicator titles and content shifts over time. Namely the role of urban 
green spaces and natural areas (Type 1 UGI characteristics) in the EGCA is called into question by 
its declining role in the award indicators, while the role of sustainably engineered infrastructure is 
given an increasingly sophisticated role in the award indicators. Table 1 shows that: 
• From the 2010/2011 to the 2012/2013 award cycle - 
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• indicator 3 “Availability of green areas open to the public” shifts titles to “Green urban 
areas.” This shift is not accompanied by changes in indicator criteria 
• indicator 11 “Nature and Biodiversity” is added to the award indicators, providing an 
increased focus on ecological green resources including Natura2000 sites and is closely 
aligned with the EU 2020 Biodiversity strategy (EGCA, 2010a). 
• From the 2012/2013 to the 2014 award cycle -  
• indicator 3 undergoes another change, shifting titles to “Green urban areas incorporating 
sustainable use.” This shift in title includes a merger with the former indicator 10, 
“Sustainable land use” and combines two former Type 1 UGI indicators into a New Type 
of UGI indicator. The indicator criteria shifts from a singular focus on accessibility to public 
green spaces to include an emphasis on demonstrating how public urban green spaces 
and rehabilitated brownfields contribute to increased quality of life as well as local 
ecosystem services (EGCA, 2012a; EGCA, 2014a). 
• indicator 12 “Energy performance” is added to the award criteria providing an increased 
focus on sustainably engineered infrastructure or Type 2 UGI characteristics emphasizing 
the importance of energy efficient buildings, district heating, as well as municipal 
renewable energy strategies.  
• indicator 10 “Eco-innovation and sustainable employment” does not fall under one of the 
three UGI typologies but it does represent an important outcome of successful UGI 
planning and delivery, green growth. This indicator emphasizes innovations that address 
resource efficiency and the creation of green jobs (EGCA, 2012a; EGCA, 2014a). 
• From the 2014 to the 2016 award cycle - 
• indicator 3 “Green urban areas incorporating sustainable use” has an increased focus on 
measuring the quality of urban green and blue areas in addition to investments in green 
infrastructure such as SUDS and green roofs (EGCA, 2014a; EGCA, 2015a; EGCA, 2016a). 
• indicator 11 “Nature and Biodiversity” sharpens its focus on guidelines to meeting target 2 
of the EU biodiversity strategy, stipulating that by 2020 ecosystems and their services will 
be maintained and enhanced by establishing green infrastructure and by restoring at least 
15% of degraded ecosystems (EGCA, 2014a; EGCA, 2015a; EGCA, 2016a). 
• there is an increased sophistication and strategic focus in the Type 2 UGI characteristic 
indicators (1,2,4,8,12)  as the criteria focus on how the indicators meet a city’s overall 
environmental vision based on governance arrangements, political support, budget 
allocation and stakeholder involvement (EGCA, 2014a; EGCA, 2015a; EGCA, 2016a). 
In sum, the shifts in indicator titles and criteria over time emphasize the increased focus on Type 
2 indicators and their role in supporting a city’s overall environmental vision in the policy 
programming of the EGCA. Local authorities competing for the EGCA are predominantly 
performing to Type 2 UGI measures.  
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Discourse and Best Practice 
An analysis of the discourses of the winning EGCA cities from the 2010 – 2016 award cycles 
reveals that “green” takes on various and often conflicting meanings. 
The most dominant green focus defines urban sustainability through green growth and eco-
innovation. In all, 5 of the 7 winning cities – Stockholm, Hamburg, Vitoria-Gasteiz , Copenhagen, 
and Bristol –  emphasize their commitment to the green economy (Table 2). Stockholm’s 
allegiance to green growth takes its departure in the city’s well developed IT structure, which 
“attracts knowledge intensive companies… and cleantech” (EGCA, 2010b:5). Hamburg and 
Vitoria-Gasteiz  focus directly on the concept of green growth, linking environmental protection 
and sustainable development with economic opportunity as illustrated by Hamburg’s slogan for 
the 2011 EGCA award cycle, “Green is growth. Don’t miss your chance.” Vitoria-Gasteiz  calls its 
approach to urban development “an alternative and green growth solution to urban 
development in the crisis” (EGCA, 2012b). Copenhagen emphasizes the need for public private 
partnerships for green growth in their slogan, “Sharing Copenhagen,” “Green, smart and carbon-
neutral city by 2025.” Bristol makes its claim to being the UK’s greenest city based on, 
“innovation, learning and leadership.” Each of these cities points to the problem context of cities 
being responsible for environmental problems as well as having the power to “change current 
trends, and… be the catalysts to achieve a more sustainable society” (EGCA, 2012b). The popular 
solution to this problem is sustainable economic growth. The green discourses tell a story of 
environmental protection, economic innovation and urban growth working hand-in-hand. The 
dominant brand of the EGCA winning cities is an economic discourse. 
An alternative discourse about successful urban development in the face of urban pollution and 
blight is the eco-metropolis or biophilic city narrative told by Nantes, winner of the 2012 EGCA 
cycle. Nantes is a self-described post-industrial city striving to become an “eco-metropolis” by 
placing its ecological heritage at the center of its sustainable urban development strategy. Nantes 
is actively uniting the town with its rivers and countryside – the blue and the green – through 
controlled development and the active participation of citizens (EGCA, 2013a). Nantes is the only 
EGCA winning city that explicitly builds social justice initiatives into their eco-metropolis strategy 
to ensure that those with less income are able to maintain their residence in a quickly gentrifying 
and economically competitive urban environment (EGCA, 2013a; EGCA, 2013b). Nantes’ urban 
development discourse presents a holistic approach to greening the city with a multifunctional 
focus on ecosystem services in both an ecological and social sense. Other cities like Hamburg, 
Bristol, and Ljubljana tie the eco-metropolis discourse to quality of life (Table2).  
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Copenhagen also calls itself an eco-metropolis, but presents a very different version of a 
sustainable city in its green city discourse. Being an eco-metropolis involves carbon neutrality, 
energy efficiency and public-private partnerships to stimulate and finance eco-innovation. In 
contrast to Nantes, Copenagen presents a very limited biophilic urban profile, referring to its blue 
and green network in a purely urban context while Nantes also integrates its urban and peri-
urban UGI (Table 2). Additionally, while Nantes’ eco-metropolis discourse is about preserving the 
ecological heritage of the city by expanding urban green spaces, Copenhagen mentions the city’s 
need to improve recreational access to urban green speaces but does not provide policy 
solutions (Table 2).  
EGCA winning city narratives support measures of sustainability and specific “green” solutions to 
environmental problems. An analysis of the best practices of the EGCA winning cities reflects a 
stong focus on sustainably engineered infrastructure (Type 2 UGI characteristics) to promote 
carbon neutrality, regenerative energy schemes and climate protection. Hamburg in its 2011 
winning EGCA bid set out to establish a renewable energy cluster in the city as a network to 
achieve regenerative energy and climate protection goals (EGCA, 2011). Vitoria-Gasteiz, in 
cooperation with the Basque government, invested 21.5 million Euro in 2012 to prevent flooding 
in the city (EGCA, 2012c). Nantes has constructed an “eco-quarter” to demonstrate its 
commitment to sustainable urban development.  The eco-quarter includes gardens, leisure 
spaces and workshops, designed to incorporate, “state-of-the-art approaches to construction, 
collective transportation, recycling and renewable energy including rainwater collection, reuse of 
topsoil and natural water treatment systems (EGCA, 2013a). This project represents a micro-
cosim of Nantes’ innovative and creative vision of sustainable urban living. Copenhagen has 
committed to energy production through the exclusive use of carbon-neutral district heating in 
addition to wind and biomass electricity to meet its aim of being a carbon-neutral city by 2025 
(EGCA, 2014b). Bristol is actively working to increasing the number of cyclists and public transit 
users by the end of 2015 (EGCA, 2015b) and Ljubljana aims to achieve a 25% share of renewable 
energy consumption by 2020 (EGCA, 2016b). Projects that stimulate the economy and create 
green jobs are popular solutions to environmental problems in the EGCA winning cities.  
Only select cities approach environmental problem-solving through urban greening. Bristol, 
Ljubljana and Hamburg are among the EGCA winning cities that make efforts to keep a strong 
ecological perspective in their green narratives and solutions. Bristol currently works with a green 
infrastructure planning perspective that shapes landuse decisions and developments (EGCA, 
2015b).  The city is currently aiming to integrate 27% of the city into a wildlife network including 
areas such as cemeteries and allotments as well as previously developed land (Ibid). Ljubljana 
also is using its opportunity as the winner of the 2016 EGCA cycle to develop management plans 
and a biodiversity strategy for the three-quarters of the city area that is covered by green space 
(EGCA, 2016b).  Hamburg perhaps outshines all the other winning EGCA cities with its initiative to 
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cover a stretch of urban motorway with a 25-hectare green lid, with the aim of reducing noise 
and carbon pollution and increasing the connectivity of the city’s already extensive green 
network (EGCA, 2011). Additionally, Hamburg will continue developing its already extensive 
green space and waterfront network to emphasize the role of urban green spaces in protecting 
the urban climate and ecology (ibid).  
Several best practices are continued from year to year by multiple winning cities. A review of the 
best practices through the multiple cycles of the award demonstrates that those practices that 
are “passed on” through the network of winning cities are heavily focused on Type 2 
characteristics of UGI or sustainably engineered infrastructure (Table 2). Mobility projects such as 
expanding bicycle lanes are completed by or aim to be completed by 6 out of the 7 winning cities. 
Regenerative energy and climate protection projects are undertaken by 6 out of 7 winning cities 
and eco-quarters or climate districts have been constructed or aim to be constructed by 4 out of 
7 cities. Rehabilitation of brownfield sites for new urban developments is replicated in 6 out of 7 
cities. Ecological practices (Type 1 UGI characteristics) have also been replicated throughout the 
winning cities network but to a much lesser extent. Tree planting campaigns have been carried 
out in 3 out of 7 cities with varying success. While Vitoria-Gasteiz  aims to plant 250,000 trees 
through support of a public-private partnership, Copenhagen planted 3,600 trees, 217 of which 
were adopted by local citizens - and Hamburg planted 2,600 road trees with citizen support and 
donations (EGCA,2010c; EGCA, 2012d;EGCA, 2014c). The concept of a blue and green open space 
network is replicated in 5 out of the 7 cities. 
 
Discussion 
The EGCA aims to encourage a more integrated and sustainable approach to urban management 
as outlined in the European Commission’s Thematic Strategy on the Urban Environment (EU, 
2006). A UGI approach to urban planning and management supports the aims of the EGCA by 
encouraging a holistic and multifunctional approach to urban environmental sustainability. 
However, the results reveal that while the EGCA as a policy tool draws on elements of a green 
infrastructure approach to urban planning and management, only certain types of UGI are 
prioritized while others are marginalized. Namely Type 2, sustainably engineered infrastructure 
including climate change adaptation infrastructure, bicycling paths, energy efficient buildings and 
wastewater treatment facilities, dominates the EGCA approach to UGI. Biophysical resources 
such as urban parks, forests and species-rich protected habitats, or Type 1 UGI characteristics, 
are prioritized to a lesser extent in the EGCA. New Types of UGI characteristics such as green 
roofs and multifunctional rehabilitation of brownfield districts are minimally supported through 
the award. The EGCA winning green city discourses indicate that the highest value of a green city 
is green economic growth and eco-innovation. EGCA best practices emphasize sustainable 
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infrastructure that create green jobs such as the construction of eco-quarters, energy efficient 
buildings and bicycle facilities. In this sense, the EGCA is steering the delivery and management of 
UGI in a limited and largely one-dimensional fashion that is not necessarily supportive of the 
multifunctional and holistic planning principles supported by a green infrastructure approach to 
urban planning and management. Furthermore, by focusing all too narrowly on eco-efficiency, 
the EGCA as a policy tool falls short of the overarching EU policy goal of supporting sustainable 
development in all EU directives and communications as well as mainstreaming green 
infrastructure principles as laid out in the 2006 EU sustainable development directive and the 
2013 EU Green Infrastructure Strategy (EU Council, 2006; EC COM(2013)249 final; Pallemaerts, 
2013).  
These results are not surprising. Despite the EU’s progressive environmental policy reputation, 
major difficulties exist in implementing the transformative policy aims of sustainable 
development and green infrastructure planning principles in a multi-level governance system 
whose founding objectives are economic growth and energy security (Jordan and Adelle, 2013).  
EU environmental regulation originated in the 1960s as a “cleverly-defined” trade policy in 
reaction to trade inequity between European regions, some of which were much more regulated 
than others (Knill & Liefferink, 2007; Jordan and Adelle, 2013). Since the 1970s, the EU has 
gradually set global standards for environmental policy, shaping international and national 
environmental policy, most recently with a strong emphasis on sustainable development (Knill & 
Liefferink, 2007). However since the 2008 economic crisis, there has been a marked decline in 
high-level policy interest amongst European leaders in long-term, overarching policy objectives 
such as sustainable development (Pallemaerts, 2013:363). This trend is clearly represented in the 
Europe2020 growth strategy, released in 2010, effectively reducing the environmental dimension 
of sustainability to energy and resource efficiency. This low-carbon strategy shaping all current 
EU directives and communications relies on “an industrial policy for green growth” to aid the 
EU’s industrial base in overcoming the financial crisis and places no weight on the value of 
biophysical resources in providing natural capital (EU2020). It is telling that the term “sustainable 
development” does not appear once in the Europe2020 document, and that the word green is 
only used in association with the reductionist term “green growth” (Pallemaerts, 2013). This 
trend supports the shift in EGCA indicators overtime towards a narrow and technocratic vision of 
eco-efficiency. Despite the EU’s ambitions to mainstream a green infrastructure approach to 
land-use planning in all EU environmental policies (EC, COM(2013) 249 final), the most recent 
evolution of the EU’s environmental policy discourse places the delivery and management of 
biophysical urban resources in an ambiguous and underprioritized position. 
In this sense we can see that network governance policy tools such as the EGCA are limited in 
their capacity to achieve self-steering and horizontal governance. Cities such as Hamburg, 
Nantes, Bristol and Ljubljana are performing in diverse and multifunctional ways, delivering 
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biophysical UGI through innovative and impressive policies and partnerships. These practices, 
however, are not the face of the EGCA brand. The EGCA brand establishes a different green city 
agenda focused on green growth, eco-innovation and quality of life as the dominant green city 
political and cultural norms. These norms are in line with the directives from the EU.  Aroncyzk 
and Powers (2010) remind us that to fully understand the role of brands and branding in public 
life we have to look beyond the marketization of institutional practices to the commodification of 
public discourse itself. The brand’s reputation might be important for its users, but it’s the 
owners of the brand that accrue the economic value of the product.  
These shifts in the steering of the delivery and management of UGI in the EGCA over time can be 
contextualized within the EU’s multi-level environmental governance arrangement (Arnouts et 
al., 2012). Whereas the self-steering delivery of UGI over time by cities constitutes shifts in the 
urban environmental sustainability policy domain, the dominant trend towards eco-efficiency 
and green growth indicates an overall shift in EU environmental governance arrangements. 
Governance arrangements are temporary and thus susceptible to change, and are influenced by 
what Arts and Leroy (2006) call “shock events” such as the post-2008 financial crisis. Shock 
events occur suddenly and can have a massive impact  - destabilizing political resources, rules of 
the game, and not least policy programming and discourses. The reverberations of the financial 
crisis are easily detected in the EGCA winning city discourses, as nearly all of the cities rally 
around the green promise of eco-innovation and sustainable growth. Winning cities are 
establishing an advocacy coalition or a policy network based on a specific set of normative and 
causal beliefs about how environmental regulation works. Europe’s greenest cities are 
challenging one of the core principles of a green infrastructure approach to urban planning and 
management by largely excluding biophysical resources in their delivery of UGI. Shifts in EU 
environmental governance are calling into question the very definition of the word green. 
Green city brands like the EGCA paradoxically promise that we can have it all – environmental 
sustainability hand-in-hand with economic growth, and reductions in environmental externalities 
such as carbon outputs together with increases in environmental benefits such as tree planting 
campaigns (Kruegger and Gibbs, 2007). However, this case study offers another perspective, 
showing that green city brands as suasive policy tools can actually narrow the scope and 
definition of a green city. This finding falls in line with other studies of green city brands, which 
are shown to focus on entrepreneurial urban development schemes whereby ideas such as 
ecological greening campaigns that are not measured and ascribed a socio-economic value do 
not rise to the top and are not championed or funded (Gulsrud et al., 2013: 336). A review of 6 
different European green city rankings showed that only 1 out of 6 rankings had a strong focus on 
biophysical infrastructure such as urban parks and forests, whereas the remaining 5 included 
biophysical infrastructure in a minimal fashion or excluded it entirely (Meijering et al., 2014). 
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European cities are branded as green based on their carbon-free character, solar-panel profile 
and overall energy efficiency schemes.  
This paradox is not specific to Europe or the Western world. Singapore, long known for it’s green 
city image and lush urban landscape, is leading the way in ecological urban greening practices, 
providing best practices in urban sustainability (Tan et al., 2013). However, Singapore’s green 
brand is criticized for prioritizing biophysical landscapes with high economic value over species-
rich open spaces that generate less revenue than touristic national parks (Gulsrud and Ooi, 
2015). One obvious consequence of the deprioritization of species-rich landscapes in the 
Singapore case that also extends to the EGCA case is the risk of a decline in local biodiversity 
(Gulsrud and Ooi, 2015). Another lesson learned from Singapore extending to the EGCA case and 
beyond is that green city brands are exclusive in the ideas and images they champion, and they 
priroritize certain policy solutions over others.  
But perhaps the most important take away is that the green city agenda is a global discourse 
being replicated in a similar fashion by cities across the world (Gulsrud and Ooi, 2015). 
Singapore’s government-sponsored Centre for Livable Cities acts as a consultant to developing 
cities in Asia and Africa currently looking to Singapore for clean and green solutions to urban 
development and expansion (Centre for Liveable Cities, 2015). Copenhagen brands what it calls 
the “Copenhagen Solution,” selling its green growth brand of urban sustainability built on harbor 
baths, district heating, and innovative bicycle planning and cities from Shanghai to NewYork and 
Melbourne are eagerly “Copenhagenizing” their urban form (Arup, 2015). As Jordan et al. (2013) 
remind us, the green city agenda matters because it is a link between those steering policy trans-
nationally and policy impacts at the local level.   
Challenges remain in the delivery and governance of UGI in the EU in the future, as neoliberal 
green growth discourses at the European Commission continue to steer national and urban 
development policy. To round out the green growth approach to urban development, the 
European Commission could update the EGCA to include a more comprehensive and focused 
green infrastructure planning approach in the award. Such an approach could over time shift the 
balance in the current narrowly configured UGI governance arrangement. However current 
policy trends do not appear to be headed in the above-mentioned direction. In 2015 the 
European Commission announced the launch of a new green city competition, the European 
Green Leaf (EGL). This award aims to encourage European cities and towns with populations 
between 20,000 – 100,000 to commit to improved environmental outcomes through “efforts 
that generate green growth and new jobs” and will be presented on an annual basis in 
conjunction with the EGCA (EGLA, 2015). 
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Appendix 1: Interview guide for Singapore in winter of 
2011 
 
1. How do you see Singapore? How does the world see Singapore? How do citizens in 
Singapore see Singapore? What are Singapore’s distinct strengths and weaknesses and do 
urban green spaces play a role in this profile? 
 
2. Does Singapore have a distinct brand? How do Singapore’s urban green spaces play into this 
brand? 
a. What was the process of branding 
b. Who was involved in the process?  
 
3. How did Singapore develop into the garden city that it is today?  
 
4. How do citizens perceive urban green space in Singapore? How about tourists?  
 
5. How has the management of Singapore’s urban green space been impacted by Singapore’s 
goal to become a garden city? 
 
6. How has Singapore measured success in terms of becoming a garden city? 
 
7. What has been the role of park and municipal employees in making Singapore a garden 
city? 
 
8. What has been the role of businesses in making Singapore a garden city? 
  
9. How do urban green spaces in Singapore attract tourists? Local citizens? 
 
10. How do urban green spaces help the government of Singapore achieve goals regarding 
health, climate change mitigation, and environmental sustainability? 
 
11. How is the history of Singapore/Southeast Aisa (natural history and human history) 
highlighted or featured in the parks of Singapore? 
a. How do residents of Singapore know that they are in a Singaporean park? 
b. What is it that people identify with when they come into the park? 
 
12. Has Singapore benefitted economically from becoming a garden city? 
o Have you attracted citizens? 
o Jobs? 
o Potential investors? 
o Tourists? 
o Improved reputation?  
o Improved quality of life index? 
 
13. How does Singapore distinguish itself from other Asian cities? Other world class cities that 
are also branding themselves as green? 
